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Rough Proofs 


Continental Baking offers you a 
crisp new dollar bill if you don’t 
think their product is wonderful. 
That is, if you don’t care for their 
bread you can have their dough. 


November 6, 1939 10 Cents a Copy, $2 a Year 
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Goodyear Scores Food Advertisers Act to 


fe stand against | T: . ] . 
mA .. “i, lite Scoop with = Curb ‘Destructive Forces’ 
Price Reductions 


price increases 
Ana fo gree that position meaning, we are . 
ne oro aan een iias de Spectacular Campaign 
Launched Despite Rise 
in Material Costs 


Akron, O., Nov. 2.—Catching the 
entire industry off guard, Goodyear 
Tire & Rubber Company used full 
pages in metropolitan newspapers 
this week to announce slashes in 
the prices of every tire it produces. 
While the copy failed to state the 
exact amount of the reduction, it 
is said to range up to 121% per cent 
on casings and 12 per cent on tires. 


_GOODYEAR SURPRISES _ 


| Consumer Problems in 


Sees Atfacks on Spotlight at | Grocery 
_ anutacturers’ Meeting 

Advertising as 

Disquised Blessing 


Improved Promotion 
Technique Best Answer 
to Critics, Says Kobak 


, F 


One of these days an advertiser 
is going to astound the public by 
offering, instead of a crisp new dol- 
lar bill, a couple of smooth old 
fiftv-cent pieces dated 1897. 


New York, Nov. 2.— The same 
heavy emphasis on the problems 
presented by the rise of the con- 
sumer movement that highlighted 
last week’s meeting of the Associa- 
tion of National Advertisers fea- 
tured the 3lst annual convention of 
Associated Grocery Manufacturers 
of America here this week. 

The consumer problem kept pop- 
ping up from the time AGMA presi- 
dent Paul S. Willis brought up the 


i v,wy 


In view of the renewed agitation 

for a department of the consumer, 

® it's a wonder Harold Ickes hasn't 

™ risen to suggest that its logical place 

f is right in the Department of the 
Interior. 


This full-page newspaper copy appeared 
in major cities to herald Goodyear Tire 


& Rubber Company's price reduction in New York, Nov. 2. 


. ‘ ; — Advertising | subject in his remarks at the open- 
¥ ao the face of rising costs. oe Ler a ie pS bl as an institution is not on trial but/ ing session until the final business 
‘ladys the beautiful receptionist will ie _ iced “at $13.95 inst od f only the men and women engaged | session when the convention 
Giadys Ga Soe - . ~ lk 15 . in - - ee OT ie it, Edgar Kobak, vice-president | adopted a resolution pledging “suit- 
— = eng rset 7 mn $10.58. ‘ ; of Lord & Thomas, told the annual) able action to counteract the ad- 
m keeps talking about the Chicago or oster a es The copy, signed by P. W. Litch- 0 ieatad ok te | 
™ milk shed, but all the farmers she 


field, Goodyear president, appar- 
ently presages a return to rugged | 
individualism in the tire industry, | 
likewise reflecting Mr. Litchfield’s 
dissatisfaction with fictitious price | 
lists, which he has long regarded} 
as a demoralizing factor. The un- 
expectedness of his defection from 
the ranks may be gauged by the 
fact that only three days before the | 
Goodyear announcement, the indus- 
try had postponed a_ scheduled 
meeting in New York to arrange its 
spring-dating program. Can ‘ella+ 


knows milk their cows in the nicest 
om 6 barns. 


verse and destructive forces which 
Associated Groc- | disseminate false or misleading in- 
ery Manufactur- | formation about the products manu- 
ers of America| factured by members of the in- 
here this week. dustry.” 

“People attack Convention speakers who men- 
advertising from | tioned the issue included Dr. Lena 
all sides,” the | Madesin Phillips, president of the 
agency executive | International Federation of Busi- 
said. “Sometimes | ness and Professional Women, who 
these attacks are | told what housewives are seeking: 
justified because | Col. Willard Chevalier, publisher of 
of the misuse of | Business Week; Edgar Kobak, vice- 
thi important | president of Lord & Thomas; Mabe! 


tr ae: 


Top Honor in 
Outdoor Art Show 


Plymouth Awarded Sec- 
ond Prize in Tenth An- 
nual Exhibit 


L. C. Smith offers a new stream- 
lined typewriter, but this won't be 
a bit of help to secretaries who 
could use some wind resistance on 
their bosses. 
749 F 


As long as the census takers are 
going to record receiving set owner- 
ship, why not give the millions who 


Edqar Kobak 


force ‘sf business, | Fladey, Eastern director of ‘con- 
rip, ' (Pictures of the winning posters| #0" Was attributed to mounting | many times the attacks are not| sumer relations, Borden Company: 
didn’t win radio contests a chance prices of crude rubber which) justi i wiea 
hey feel about the| %?Pear on Page 30; the honorable “(Continued on Page 29) justified, but are made because it|}and Dr. George Gallup, American 
= a uae they feel a mentions on Page 35) t ge is much more exciting to find fault | Institute of Public Opinion. 
whole th : : as oc ae é i is é i 
Chicago, Nov. 2.—Ford Motor than to praise. It is a good way in Outli 
a Company was presented with first Expanded Schedule which to make a living. It is a a ii viaatas of Aston 
; It's got so that the definition of |} @ward in the Tenth Annual Exhi- good cause for a crusade. The association's consumer rela- 


an audience participation show has 
been changed to mean a program 
where the audience participates in 
splitting up the sponsor’s money. 


bition of Outdoor Advertising Art 
here today. The prize-winning de- 
sign, selected from more than 500 
entries, was a Hayden Hayden 
drawing showing two girls in rap- 


Marks Pepsi-Cola 
1940 Copy Plans 


New York, Nov. 2.—Following up 


| “I welcome attacks on advertising 
whether they come from outside 
the business or from within. These 
attacks make us stop and consider, 
make us hew to the line. Let’s 


tions committee formulated the fol- 
lowing program which was ap- 
proved by the board of directors: 
1. Production of a motion pic- 
ture to dramatize the industry's 


— turous conversation with one de-| its five-week newspaper drive which thank the critics. Let’s not argue| story for members’ employes and 
claring: “He’s tall, dark—and owns| C@me to an end this week, Pepsi-| with them. Let’s concede that some- | for distribution through schools and 
Gold Label beer’s formula has 


been insured for a million dollars. 
Of course this proves top quality, 
but it’s to be hoped some dastardly 
‘ompetitor doesn’t insure its for two 
million. 


a 


The story on South African travel 


a Ford V-8."’ McCann-Erickson was 
the agency in charge, with McCand- 
lish Lithograph Company the pro- 
ducer of the poster. 

The awards were presented by 
Otis Shepard, art director of the 
Wm. Wrigley Jr. Company, at a 
joint luncheon sponsored by the 


Cola Company will switch to Sun-| times they have something on their 


day comic sections on a nation 
basis. 
beverage company’s promotion w 
be a magazine campaign, slated 


al | side. Correct the errors if we are 


Another new phase of the!| in the wrong. Correct the attacker 


ill | with sound logic when we are right. 
to; Somehow when we are free of 


get under way in January issues. | attacks, when our errors are being 
The departure from the “price” | ignored, our own self-regulation 


copy which formerly marked Pepsi- 


becomes loose and ineffective.” 


consumer organizations. 

2. Make available qualified 
speakers to participate in consumer 
forums and answer questions sub- 
mitted by consumer groups. 

3. Promotion of improved rela- 
tions between food manufacturers 
and retailers. 


‘ory | exhibit committee and the Chicago| Cola promotion, instituted in the | Stents Gites © - It was pointed out that employes 
dvertising in ADVERTISING AcE for Federated Advertising Club. The recent newspaper drive, will be an rict Supervision of AGMA members total about 1,- 
Oct - was | grees by Pro 100 best posters of 1939 will be on nn sg = bag nag a Mr. Kobek said that whenever epee — these can be molded 
‘terion Service's interesting animals | eyhibit here until Nov. 11. umor wl > e predominant) oa. tic: rape ae ties into an effective point of contact 
from the African jungle. Credit the feature. advertising gets “a good blast” from 


m 


e-up man with one assist. 


x = 


Elizabeth Shoemaker ob- 

to featuring blonde bathing- 

g n Massachusetts tourist adver- 
Right you are, Elizabeth— 
rtainly time the brunettes got 


, FT 


npetitive campaigns will help 


Restaurant Chain Third 


Second and third prizes, respec- 
tively, went to Plymouth Division 
of Chrysler Corporation for a poster 
by Garrett Orr, through J. Stirling 
Getchell, with Gugler Lithograph 
Company the producer; and to Pix- 
ley & Ehlers, restaurant chain, for 
a poster by Lyman M. Simpson, 
through General Outdoor Advertis- | 
ing Company, with Central Printing 
& Illinois Lithographing Company 


Pepsi and Pete, new trade sym- | the opponents, “we tighten the rules 


bols which have been carrying the 


—for a while.” He warned that 


burden of Pepsi-Cola’s selling Fr, unless the reins are held tight, gov- 


during the past month, are due for} 


(Continued on Page 6) 


ernment censorship, state 


(Continued on Page 33) 


Last Minute News Flashes 


Wooley Retires from Standard Brands Post 
New York, Nov. 3.—D. P. Wooley, vice-president in charge of mer- 


regula- | 


between the industry and the gen- 
eral public. President Willis was 
authorized to proceed with develop- 
|}ment of the program. 

(Continued on Page 32) 


Ice Men Discover 
‘Sex Appeal Is 
Important, Too 


| chandising and advertising of Standard Brands, Inc., has resigned to Chic: Nov. 3 A ve 
vhole industry, remarks the| the producer. Ten honorable men-| retire from active business. Joseph A. Lee and Traver Smith, vice- o> TN, & —- BMOricas 
rnia Walnut Growers’ As-/| tions, with artist, agency or seller) presidents, will divide his former duties. R. W. Griggs, formerly ad- housewives who are receiving the 
on, which might logically| and lithographer credited in each} yertising manager, has been named head of a newly organized new | '©© Men these days may not know 


een expected to say simply, 


case, were announced as follows: 


H. J. Heinz Company (vinegar), 


products department. 
advertising manager. 


His successor is D. B. Statler, formerly assistant | 


it but they are greeting a gang of 
potential Clark Gables. The Na- 


se Walt Otto, Wm. Blair Baggaley, | tional Association of Ice Industries, 

(Continued on Page 30) Record Campaign Set for Cannon Mills meeting here this week, accented 
cheese and bread have ani) a Sc i - C: Mills’ the charm angle to ice salesmanship 
out a three-way promo- New York, Nov. 3.—An increase of 27 per cent in Cannon Mills 


hook-up, but it’s not too late 


1940 advertising budget was reve 


~aled today by Gordon Cole, advertis- 


in launching the first of a series of 


: . state contests to discover the na- 
wine teatedire 40, tole Gennes DIRECTORY OF FEATURES ing manager. What is termed the most extensive consumer campaign | tion's handsomest ice man. 
Ad-libbing 12) ever 1 soageese by a ae eee be Page bell ai rym The winner here, chosen last 
; _Magazines next year, with the schedule calling for 76 full pages to pro- | night after a gala parade and cele- 
—) . ie cigar wn < mote Cannon towels and sheets. N. W. Ayer & Son and Young & Rubi- veer ot the Cortana’ ~athvcr eu ne 
depressing thing about pay- real ta aie aaati 


ege football players is that 


Editorials 


cam divide the account. 


12 
26 |Mentley to Head Birds Eye Sales 


Ted Barnick of the Consumers 


the more liberal alma mam-| Getting Personal gnoy oat ten te a oe 
) lon't give a fellow enough | Information for Advertisers 12 New York, Nov. 3.—G. L. Mentley was today appointed sales man- | chance for a future trip to Holly- 
tts get comfortably mar- | Photographic Review 35 | ager of Frosted Foods Sales Corporation, subsidiary of General Foods wood if he becomes national win- 
Rough Proofs || Corporation which merchandises Birds Eye frozen foods. Mr. Mentley ner. Other state contests will fol- 

Copy Cus. Voice of the Advertiser 20 | has been associated with the company since 1934. low. 
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Curtain Rises on 
Drama of FIC Vs. 


Hearst Magazines 


Mystery Still 


ers in Complaint 


By A. P. MILLS 


New York, Nov. 2.—The curtain 
rose this week on what is expected 
to develop into one of the most 
important legal battles in advertis- 
ing history when hearings began on 
the Federal Trade Commission’s 
complaint against Good Housekeep- 
ing, charging misleading advertis- 
ing. 

After four days of double sessions, 
and with the hearings adjourned 
until next week, developments to 
date have been marked chiefly by 
the introduction of more than 500 
pieces of evidence of every descrip- 
tion, ranging from advertisements 
printed in Good Housekeeping to a 
lengthy contract entered into by a 
Brooklyn laundry with the Institute 


Shrouds 
Identity of 15 Advertis- 


for Maintaining Dry 
Standards. 

Although FTC counsel James L. 
Fort has thus far failed to reveal 
the 15 advertisers specifically re- 


famous advertising names 
already been entered _ into 
voluminous record. 

At today’s closing session, Mr. 
Fort succeeded in gaining admission 
into evidence of ten advertisements 
from Good Housekeeping placed by 
Sun-Maid Raisin Growers Associa- 
tion, Land O’ Lakes Creameries, 
| Libby, McNeill & Libby, and Wash- 
burn-Crosby Division of General 
Mills. 


Won’t Attack Quality 


These advertisements were ad- 
mitted by the trial examiner over 
the strenuous objection of Isaac W. 
Digges, counsel for the respondent, 
Hearst Magazines, Inc. It was 
pointed out by Mr. Fort, however, 
that the quality 
advertised in the pages entered in 
evidence will not be attacked. He 
explained that they were submitted 
only because he intends to show 
that representation of these prod- 
ucts by the 
leading in some cases. 

Mr. Fort made the same point 
when he gained the admission of 
some 50-odd grocery items, many 


Cleaning AT WALL PAPER PREVUE 


ferred to in the complaint, numerous | 
have | 
the 


magazine has been mis- | 


| A. J. Browning (left), 
of the products | 


VITAL ade ©7 n 


president of 
United Wall Paper Factories, and Hays 


MacFarland, head of the Chicago 

agency of that name, are shown here 

at a prevue party for United Wall 

Paper dealers, which formally opened a 
$500,000 ee 


—————————————— 


of which bore no mention of a Good 
Housekeeping seal or guarantee. All 
of the Pond’s Extract Company ad- 


| vertisements appearing in the mag- 


a QUICK “DIG-IN™ 
ror A LONG-TIME PULL 


...in the big-profit EXPORT FIELD! 


HEN the store where you've 

always bought your ciga- 
rettes, or neckties or newspapers 
suddenly hangs out a sign: “Tem- 
porarily out of Business’’—you im- 
mediately look up a new place to 
buy your needs. And the chances 
are — the new place keeps your 
business, even though the first 
re-opens. 

That's the opportunity opened 
to American exporters. All other 
major industrial nations are at 
war..."temporarily out of busi- 
~ wee, 


still have needs that must be met 


. and they look to the U. S. as 


ness. non-warring nations 


the supplier. 
all 


will last a long time. World econ- 


From the war 


indications, 
omy must be geared accordingly. 


Now is for 


the opportunity 
American exporters to obtain a 
quick dig-in into foreign markets, 
secure firm footing and entrench 
themselves for years of future bus- 
iness. There is 150% increase in 


Export Potential for American 


Meanutacturels in Latin America 
alone. We, here at 
lieve that history will repeat it- 
self: 
will increase 2 to 6 times their pre- 
war average (as they did during 
the last world war); (2) that Amer- 
ica will receive a greater share of 
the world business after peace 
is again declared (as we did after 
the last war). Export knowledge 
and 
vastly during the last 25 years. 
America has a larger tonnage of 
American ships to ply over major 
trade routes than in 1914. But here 
is a very important consideration: 
Business is not just being handed 
out on a silver platter. To get your 
share of it, you must constantly, 
continuously keep after it, 
keen salesmen and able merchan- 
dising. Otherwise, 


your competitors. 


business 
orders, will have the pick of dis- 


tributors. Those who put up their 


*B.P.LC., be- 


(1) that American exports 


technique have improved 


READY...NOW! 
International 
Confidential Bulletin 
No. 23 


These FREE Bulletins are ot- 
fered as a *B.P.1.C. information 
service to American firms with 
export interests. Bulletin No. 23 
summarizes recent developments 
on the international situation, 
particularly as they affect Amer- 
ican foreign trade relationships. 
Topics discussed include: (a) 
Latin-American Relations; (b) 
Isolationism; (c) French and 
British Purchases; (d) Oil for 
Neutral Europe; (e) A Primer 
on Neutrality; (1) Latin-Ameri- 
can Bonded Indebtedness. This 
important, interesting bulletin is 
yours FREE ... for the asking. 
Send for it TODAY! 


with 


it will go to 


Manufacturers who go after this 


first will get the first 


or more of the four 


lications. 


serves. * 


your nearest 


signs where they will be seen and 
read and believed, will have the 


first call. Put up your signs in one 


*B.P.LC. pub- 


Each specializes and 


stands preeminent in the field it 


B.P.I.C. can help you in 


other ways, too. Get in touch with 


*B.P.LC. 


representa- 


tive. Prepare now for a quick dig- 


. 


in and a long time pull in the 


big-profit export market. 


INGENIERIA INTERNACIONAL 
EL AUTOMOVIL AMERICANO 


THE AMERICAN AUTOMOBILE 


EXPORT HEADQUARTERS ARE AT 


“Business Publishers International Corporation 


(Affiliated with McGraw-Hill Publishing Co., 
330 WEST 42nd STREET * 


Inc., and Chilton Company, Inc.) 
NEW YORK CITY 


sins. 


(Overseas Edition) 


EL FARMACEUTICO 


BRANCH OFFICES — 16 So. Broad Street, Philadelphia 


Boston, Hanna Bldg., 
Detroit; 68 Post St., 


Rhodes-Haverty Bldg 


San Francisco; 


Atlanta, Ga 


Cleveland; 520 N. Michigan Ave., 
517 North 


; 1427 Statler Bldg., Park Square, 
Chicago; General Motors Bldg 


Beachwood Drive, Los Angeles; 1105 


of Personal 


'ment and a client of the Blackett 


| spent by his client for advertising 


| Digges, the witness pointed out that 


azine from 1935 to February, 1939, 


were admitted also. 

First witness called by the com- 
mission at the opening session was 
Warren Agry, business manager of | 
Good Housekeeping. From him, Mr. | 
Fort sought to obtain the maga-| 
zine’s records on some 60 products. | 
Although Mr. Agry had been sub- 
poenaed to produce these records, | 
he declined to do so on the grounds | 
that his board of directors had| 
refused him permission to divulge 
information not actually in his 
possession. 

Hearst counsel claimed that sucn 
records were beyond the scope of 
the complaint, and that it would be 
contrary to law to divulge some of 
the desired information relating to 
secret formulae. It is possible that 
Mr. Fort may seek a court order to 
obtain the records, or he may sub- 
poena the individual manufacturers. 

As soon as the names of Good 
Housekeeping advertisers or seal 
holders began to be heard in the 
proceedings, Mr. Digges moved that 
the record be sealed in order to 
protect the manufacturers involved. 
His motion was overruled, as was 
his motion to have such manufac- 
turers designated not by name but 
only by symbol. He also failed in 
his effort to have the public ex- 
cluded from the hearings. 

The numerous” grocery items 
entered as evidence included such 
names as Wheaties, Cream of Wheat, 
Welch’s tomato and grape juices, 
Nestle’s cocoa, Jack Frost sugar, 
Softasilk flour, Broadcast hash, 
Flako pie crust and Sun Maid rai- 


Humor in Hearings 


The introduction of these grocery 
products resulted in one of the few 
humorous episodes of the hearings 
to date. One of the exhibits was 
@ Polish ham, which burst during 
an intermission period. When pro- 
duced as evidence it gave off such 
a foul odor that the examiner was 
forced to grant a recess and clear 
the room. The ham did not bear 
a Good Housekeeping seal. 

Witnesses called by the prosecu- 
tion thus far include a New York 
delicatessen manager, a New Jersey 
microscopic technician, two Brook- 
lyn laundry executives, a depart- 
ment store sales woman, a candy 
manufacturer, an inspector of the 
Food and Drug Administration, a 
Brooklyn rug cleaner and two ad- 
vertising men. 

The latter were G. D. Shewell, 
an account executive of Blackett- 
Sample-Hummert, and C. V. Smith, 
advertising manager of Beneficial 
Management Corporation, Newark. 

The testimony of both witnesses 
was congerned with the advertising 
Finance Company, a 
subsidiary of Beneficial Manage- 


agency. Mr. Shewell stated that 
his client uses the Good Housekeep- 
ing guarantee in newspaper, maga- 
zine and radio promotion. 


Service Is Investigated 


He testified that the advertiser’s 
service had been investigated by a 
representative of the magazine, and 
that the service offered by Personal 
Finance was found to be up to 
advertised standards. Accordingly, 


its advertising was accepted by 
Good Housekeeping. When asked 
to divulge the amount of money 


since the guarantee was granted, 
Mr. Shewell declined to answer on 
the ground that it was confidential 
information which he was not at 
liberty to disclose. 

Upon cross examination by Mr. 


Good Housekeeping had not solic- 


ited his client to secure the guar- 
antee. On the contrary, Persona) 
Finance wanted to advertise in the 
magazine and sought the guarantee, 
he said. 

Mr. Smith testified that his com- 
pany uses only one magazine— 
Good Housekeeping. He said that 
five insertions will have been car- 
ried by the end of this year. He 
testified that his knowledge of the 
exact nature of the guarantee 
granted his company was limited to 
an explanatory letter from the mag- 
azine. The letter was admitted in 
evidence. 

The Brooklyn laundrymen were 
D. E. Julian and Sydney Stacey, 
manager and sales manager respec- 
tively of Pilgrim Laundry Com- 
pany. Their testimony concerned 
the use made in advertising of a 
seal granted by the Institute for 
Maintaining Dry Cleaning Stand- 
ards. That seal bears the words 
“Guaranteed by Good Housekeep- 
ing as advertised therein.” 


Institute, Magazine Cooperate 


Mr. Julian pointed out that no 
representative of the magazine had 
visited his plant, but that standards 
under which the seal is granted had 
been worked out in cooperation with 
the magazine. The Institute adver- 
tises in the magazine. A page from 
the magazine containing an Insti- 
tute advertisement was admitted as 
evidence, as was a lengthy con- 
tract between the Institute and the 
laundry. 

Victor A. Bonomuy, an officer of 
Candy Corporation of America, was 
another prosecution witness. When 
he was questioned on the 1938 in- 
vestigation of his company by the 
Food and Drug Administration, Mr. 
Digges objected strenuously. He ad- 
vised the witness to stand upon his 
constitutional rights and refuse to 
answer. Mr. Bonomo was excused 
and opposing counsel exchanged 
harsh words, Mr. Digges charging 
Mr. Fort with questionable ethics 
in airing an old conviction. 

Mr. Fort succeeded in getting the 
record of the candy investigation 
on the books by calling William 
Robinson, a government investi- 
gator. He testified that he had 
found unsanitary conditions at the 
plant. 


Off-the-Record Testimony 


The hearings to date have been 
featured by the large amount of tes- 
timony and argument between at- 
torneys which the examiner has 
ruled “off the record.” After the 
opening session, Mr. Digges engaged 
a stenotypist to secure a full report 
as an adjunct to the official record. 

Many of Mr. Digges’ objections to 
evidence submitted by the govern- 
ment have been based on the 
ground that various practices do not 
constitute interstate commerce. In 
the case of retail merchants who 
have testified that certain products 
either advertised in Good House- 
keeping or granted one of its seals 
have proved unsatisfactory, his ob- 
jections have often been that such 
testimony is irrelevant and in no 
way pertinent to the charges made 
in the complaint. 

It is expected that at least an- 
other week will be required before 
the government completes its case. 
Then the magazine will begin its de- 
fense, which is expected to consume 
many days. Upon completion of 
hearings here, the scene will be 
shifted to other cities. 


Seafoods Buys Stubbs 


General Seafoods Corporation, 
Boston, has purchased the assets 
and good will of J. A. Stubbs, @ 
Cape Cod seafoods specialty com- 
pany. 


70, 


Yostre on Us30 


when you're in PRACTICAL 


PRACTICAL BUILDER 


INDUSTRIAL PUBLICATIONS, | Ine. 


So E. Van 


BUILDER 


...and “clocking” 
000 builders a month 


Published by 


Buren caGO 
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a 1940 Buick... 


HERE'S THE BEST MARKET FOR BOTH 


Maybe you sell automobiles. Maybe you sell beer. 
Whatever it is, if you want to sell it quickly and profitably, 
your advertising has to reach people who buy. 


Take a minute to consider these facts: 6 out of every 
10 families that buy new Buicks in New York City are readers 
of The New York Times. Buick does 66% of its new car busi- 


ness in New York City among Times readers. (1) 


32% of all canned and bottled beer sold in New York 
City grocery stores is sold among high-income families. 
These families comprise only 17% of all families in the city. 
Yet, because they are easier and less costly to sell, they are 


the most profitable volume market available here. (2) 


Now consider this: because it concentrates your ad- 
vertising among people who buy, The New York Times 

concentrates your advertising where bigger sales mean | 
bigger profits. Why not talk over your New York selling : * 
problem with a Times representative? He can give you 2 ang 
helpful selling facts from the 40 studies our Market Research 
Department has made of retail sales of generally advertised 
products here. 


The New Pork Times 


“ALL THE NEWS THAT'S FIT TO PRINT” 


ADVERTISING OFFICES *« CHICAGO «+ DETROIT 
BOSTON + SAN FRANCISCO + LOS ANGELES 


(1) From an impartial survey by the Recording & Statistical Corp. i ; 
(2) From a study made by our Market Research Department. Foret. 
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Siendards of 
Identity Set for 
Eleven Foods 


Washington, Nov. 1. — Definitions 
and standards of identity have 
already been established for 11 com- 
modities by the Food and Drug Ad- 
ministration and hearings have been 
held on 13 more it was announced 
this week. 


and canned tomatoes. Hearings 
have been held on canned peaches, 
canned pears, canned apricots, 
canned peas, evaporated milk, sweet 
milk, condensed milk, dried skim 
milk, American cheese, cream 
cheese, fruit preserves, fruit jellies 
and fruit butters. 


Committee to Meet 


Next week the Food Standards 
Committee of the Food and Drug 
Administration will meet here to 
consider definitions and standards 


7 ¢ tHandarde teassad | ‘ Papel 
Definitions and standards issued | for ice cream, grape juice, concen- 


cover tomato puree, tomato paste, 


tomato juice, tomato catsup, liquid | juice, macaroni and noodles. 


eggs, liquid yolk, frozen eggs, frozen 


egg yolk, dried eggs, dried egg yolk | 


Af 2 blades of grass grow 


fruit 
At 
that time any persons desiring to 


trated orange juice, grape 


appear before the Committee on the | 


proposed definitions and standards 
may do so. 

Nov. 20 is the date set for hearing 
on amendments to the coal-tar color 
regulations which were  promul- 
gated in May and September. The 
amendments proposed in general 


| would change certain specifications 


of certain listed colors and standard 
mixtures of such colors; change 
some of the requirements govern- 


ing the size of samples; change the | 


regulations governing the labeling 


of certain mixtures; amendment of | 
the sections dealing with the fees | 


to be paid for the service of certifi- 


cation, and the listing of additional | 


coal-tar colors. 


YOUR ADVERTISING CAN MAKE 


LA where \ grew before 


BY USING THE 


Midwest Farm Papers 


BECAUSE ...IN THE 8 KEY STATES 
OF THE MIDWEST THERE ARE 


2. Midwest Farm Paper 
farn subscribers for every 


farm subscriber to 


the strongest National 
farm paper 


... AND REMEMBER, THESE FARMERS 


— Prairie FARMER 


Fé 


Pay twice as much per 


subscription for their 
Midwest Farm Paper 


as for any National 


IF YOU TELL TWICE AS MANY 
... YOU CAN SELL TWICE AS MANY 


THE MIDWEST FARM PAPERS 


CHICAGO—6 N. Michigan NEW YORK—250 Park Ave. DETROIT—New Center Bidg. SAN FRANCISCO—Russ Bidg. 


| Says Genera | Motors 


Was Forced Into 
Finance Field 


Problems 
Auto Industry 


South Bend, Ind., Nov. 1.—Gen- 
|eral Motors Corporation formed its 
!own financing organization only be- 
/cause existing companies charged 
-exorbitant rates, John J. Raskob, 
New York director of that organ- 
|ization, testified this week in the 
| anti-trust suit brought by the gov- 
‘ernment. The latter contends that 
General Motors and its affiliates 
|conspired to force dealers to use 
finance organizations controlled by 
the manufacturer. 

Mr. Raskob reviewed the indus- 
try’s history, recalling that there 
was considerable speculation as to 
whether any considerable degree 
| of popularity could be created for 
| the motor car, in view of the pres- 
| tige of Old Dobbin. It soon became 
| apparent that instalment sales might 
| be the key to the problem. 


| 


| 
Forms Own Company 

“It was difficult in those days for 
| purchasers to get cars by borrowing 
|at banks since they seldom had 
enough collateral,” he said. “I al- 
| ways believed the poor man had as 
much right to a car as the rich man, 
but the few finance companies then 
existing had exorbitant charges. 
After a study of the situation I 
'recommended the formation of our 
own finance company. 

“It had to be set up as a new 
company since our General Motors 
charter did not permit us to do a 
| banking business.” 
| The new company, Raskob said, 
| had two purposes, first, to enable 
| retail buyers of ordinary means to 
get cars on the instalment plan and 
| Second, for dealers to get credit. 
Growth of Company 


| Mr. Raskob testified the GMAC 


and $500,000 surplus. 
|tion, he said, now has $50,000,000 
|eapital and $40,000,000 surplus and 
undivided profits. 

| “My feeling at the time,’ Raskob 
|said, “was that we should get the 


| banks to do this sort of service but | 


| they did not think it was a suffi- 
ciently conservative enterprise. So 
J recommended that we do it our- 
selves. 

“There were three 
the GMAC board 


bankers 
and they 


on 
al- 


ways were very nervous about this | 


sort of credit. It annoyed me a 
good deal, since I was the support- 
er of the plan.” 

As a result, Mr. Raskob testified 
that he engaged E. R. Seligman, 
professor of political economy at 
Columbia university, New York, to 
| make a study of installment selling 
to see if it was sound financially. 
Seligman’s report was favorable to 
installment selling and recommend- 


Raskob Tells of Early 


was set up with $2,000,000 capital | 
The corpora- | 


led retention of the recourse phase 
‘of the GMAC plan. 

| Each General Motors division 
head was “more or less a king” and 
|the entire corporation was highly 
| decentralized, Raskob said. 


Discuss Finance Charges 


On direct question by John 
| Thomas Smith, chief G. M. counse] 
‘and a_ vice-president of Genera] 
| Motors, Mr. Raskob said he had “no 


F ace d by recollection of any finance com- 


pany charging less’ than 
'GMAC.” 

| Mr. Smith then asked about the 
| 1925 trip to Los Angeles concerning 
|which government witnesses have 
| testified. These witnesses said or- 
|ders were issued after this trip re- 
|quiring all General Motors dealers 
on the Pacific coast to use GMAC 


/exclusively in financing time sales. 
Called to Coast 


Mr. Raskob said he, Alfred P. 
Sloan Jr., Fred Fisher, and Donald- 
son Brown, all G-M executives, 
were called to the coast because 
competitors were using finance 
companies which required only a 
small down payment and as much 
as two years were given in which 
to pay the balance. 

Raskob said this “wild” financ- 
ing caused much trouble and that 


the 


‘the G-M officials were called to 


settle the G-M policy. He said it 
was agreed that GMAC would not 
change its previous “sound” policy. 


Iowa Oil Company 
Finds Merit in 
Rhyming Copy 


Dubuque, Iowa, Nov. 2.— The 
paradox that causes grim drama to 
flourish during boom days and 
sparkling romance when depres- 
sions are on has its counterpart in 
the advertising field. 

This has been evidenced here re- 

cently in the newspaper campaign 
of the Iowa Oil Company, local 
Cities Service distributor. Realizing 
that people might be getting thei 
fill of serious news, this company 
has turned to light hearted verse 
for its copy. Sales reports show 
| that the move has been a success- 
ful one. 
. Originator of the idea is Walter 
W. Rae, assistant advertising man- 
|ager of the Telegraph Herald, and 
_copywriter for the oil company. Mr. 
Rae’s copy appears with plenty of 
| white space and a reminder insert 
of the Cities Service sign in inser- 
tions six columns wide and seven 
inches deep. 

He puts his story across in four 
lines. This is an example: 
“Service is our middle name, 
“That’s how we built our 

earned fame 
“Drive in and let us show you how 
“We want to serve you here right 

now!” 

Another limerick that 
hit was this: 
“*Koolmotor gas is so fine,’ 

“Said a clever young woman named 

Ryan 
‘It gives my car speed 
‘In pickup and lead, 

‘So it’s Koolmotor ever for mine!” 


well- 


scored a 


to Greater 


Southern electrical 
cooperating in 
ing rural 


electrification; all 


ments before the 
In 
itself 


EKLECTRICAI 


i sense, 


appliances 
For more 
rates on 


profits, 


TLANTA,. 


Take the OPEN ROAD 


Southern Electrical Sales 


contractors 
load-building programs; 


ELECTRICAL SOUTH not only leads, 
for more sales of your products by placing your advertise 
wtual buyers. 


It is the only publication completely covering all 
rural and metropolitan buyers of electrical equipment and 


get full information 


ELECTRICAL SOUTH 


dealers are now 
utilities are push 
in full swing! 
but paves the way 


and 
building is 
SOUTH is the 


“open road” 


ind acvertising 
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November 6, 1939 ADVERTISING AGE 5 


Building permits in Phoenix, Arizona, for the first nine months of 1939 show an 
increase of 72% over a year ago. That’s progress! And when home construc- 
tion takes on the aspect of an “‘assembly line” that becomes a colossus! One 
project of 53 architecturally different homes, now under full momentum, will, 
when completed, show an investment of a quarter million dollars. Com- 
mercial building and other construction, approved or now under way, adds the 


same quota. Yes, that’s the way Phoenix builds—by blocks! No wonder all 


indices set out this gold nugget of western markets as one of the best spots in , anal 
the nation in which to do business. And it’s further proof that if you want to 


make sales, advertise where sales are being made! 


eDICK LEWIS, General Mgr fila @ "7e) 
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New 114-Station 
Radio Network to 
Begin on Jan. 1 


| the same station, is treasurer. 
rectors will be elected later. 

Elliott Roosevelt, president of the 
|Texas State Network, was one of 
| the leading spirits in the formation 
lof the new system, but will hold 
no formal office. Mr. Adams will 
_shortly establish headquarters in 
|New York. Other branch offices 
will be maintained in Chicago and 


. . ° on the Pacific Coast. 
Nationwide Chain Has The justification for establishment 


Units Ranging from 250. of a new network, Mr. Adams as- 


to 50,000 Watts 
By MURRAY E. CRAIN 


Chicago, Nov. 3.—Formation of a 
fourth national radio network to be 
known as Transcontinental Broad- 
casting System, Inc., was announced 
here today by John T. Adams, 
executive vice-president, the Texas 
State Network. Mr. Adams, who 
was formerly with Erwin, Wasey & 
Co. and is president of Transconti- 
nental, said that the new net will 
embrace 114 stations and will begin 
operations Jan. 1, 1940. 


Vice-presidents of Transconti- 


nental will be Lester E. Cox, of 
KCMO, Kansas City; John Robert, 
KXOK, St. Louis, and William A. 
Porter, Washington attorney. R. M. 
Thompson, of KQV, Pittsburgh, is 
secretary, and H. J. Brennan, of 


serted, lies in innumerable and 
| highly artificial restrictions placed 
| on use of radio stations by existing 
| organizations. While newspapers 
‘have often referred admiringly to 


| radio rate cards, which they insist | 


'encourage use of radio as against 
| competitive media, Mr. Adams takes 
the viewpoint that the major net- 
works have done much to turn ad- 
vertisers and agencies away from 
radio by setting up artificial bar- 
riers to its use. 

As an example, he said that if an 
advertiser wishes to use an adver- 
tisement in all Chicago newspapers, 
he simply has his agency place the 
order and provide the copy. But if 
the advertiser wishes his network 
program to have more than one 
Chicago outlet, he will encounter a 
mass of red tape in his effort to 
widen his audience. 

Steps to form a new network issued 


You could have knocked sales- 
man Tolly over with a wisp of 
Cellophane. After calling re- 
peatedly on M— Co. with no 


encouragement, after bruis- 


ing his brains on a Maginot line for many 
months, he was getting a good-sized order. 


$$ $ “We want you to rush it,” said the M- 


Co. purchasing agent. 


$$$ Who is “WE”? The purchasing agent? 


Di-| from just such a situation, accord- 


ing to Mr. Adams. Blackett-Sam- 


| ple-Hummert, Inc., Chicago, placed 


orders with the Texas State Net- 
work, among other stations, for the 
use of transcriptions of programs 
appearing on other networks for 
American Home Products Company, 
Jersey City, and Sterling Products, 
Inc., Wheeling, W. Va., both of 
which are holding companies repre- 
senting a long list of drug products. 


Ruling on Transcriptions 
National Broadcasting Company, 


| according to Mr. Adams, ruled that 


transcriptions could be taken at any 
point where RCA recording studios 
were available. When the stations 
actually placed the order for such 
recordings, however, they were in- 
formed that the transcriptions could 
be made only at the point of origin. 
This ruling made it impossible for 
the transcriptions to be aired on the 
same day as the original program. It 
also aroused the ire of the stations 
thus penalized, as well as that of 
Blackett-Sample-Hummert. 

The latter is said to have placed 
15 hours weekly with the new 
Transcontinental Broadcasting Sys- 
tem. The network’s contracts with 
its stations provide that Transcon- 
tinental shall also have the right to 
sell the next six night hours per 


week, or its equivalent in daytime 


ment, many months’ selling effort 
became effective. 

$$$ That's how The Wall Street 
Journal helps to make sales. 86 per 


cent of its circulation is read by 


executives at their desks 


where 


they readily consult with their associates, 
get further facts, and buy. 


$$$ It gives you, per advertising dollar, 


more readers who are active management- 


The M— Co. general manager, whom 


Tolly had twice been able to 
Tolly didn’t know. 


$$$ For the record, the answer 


is in the president’s oflice. 


president had called in his general 
manager one morning to talk about 


Tolly’s product advertised in 


Wall Street Journal. From that mo- 


see? 


WALL 
STREET 
JOURNAL 


The 


The 


executives of industrial corporations with 


assets of over $1,000,- 
000 than any other pub- 
lication —- magazine or 
newspaper. 

$$$ So use The Wall 
Street Journal to moti- 
vate the buying voice 
behind “we.” 


hours, at the same hourly basis of 
compensation to the station as that 
which the station receives for the 
first 15 hours per week. Mr. Adams 
asserted that Transcontinental’s re- 
muneration to stations will be much 
more generous than that offered by 
any other network. 

Transcontinental will begin oper- 
ations with an essentially different 
concept than that held by any rival 
network. It will abolish such 
phrases as “basic” and “optional” 
stations. Every station will be a 
basic network station and advertis- 
ers must buy the entire network or 
none. 

Far more revolutionary, however, 
is Transcontinental’s idea of desir- 
able coverage. Instead of a rela- 
tively few powerful and widely 
scattered stations, it will offer ad- 
vertisers a large number of smaller 
stations. Though Mr. Adams said 
that the power of stations will 
range all the way from 250 to 50,000 
watts, it is believed that the number 
of the latter will be small. Trans- 
continental’s idea of covering Ili- 


nois, for instance, would be through | 


stations in Chicago, Rock Island, 
Peoria and several other cities and 
towns. 


Mr. Adams expressed this philos- | 


ophy by saying, “The audience will 
listen to a peanut stand if it is car- 
rying Jack Benny.” He also com- 
pared this system to the employ- 
ment of a “rifle instead of a shot- 


| ” 


Stations Not Disclosed 


The Transcontinental president 
| declined to identify any of the sta- 
' tions which will operate under its 
| banner, but said that in New York, 
| for instance, either WMCA or WHN 
will be the outlet. The former is a 
1,000 watter, while the latter oper- 
ates on 5,000 watts to sunset and 
1,000 watts thereafter. 

Beyond a few regulations inspired 
| by a common sense viewpoint, Mr. 
Adams said, Transcontinental will 
let nature take its course. It will 
emphatically not operate under the 
code of the National Association of 
Broadcasters, but will sell time to 
any individual or _ organization 
which wants to buy it for the dis- 
semination of views on _ subjects 
which are controversial or other- 
wise. 

However, the network’s contracts 
with member stations include a 
clause providing that “In case the 
station has reasonable objection to 
any sponsored program or the prod- 
uct advertised thereon as not being 
in the public interest, the station 
may, on three weeks’ prior notice 
to Transcontinental, refuse to 
broadcast such programs, unless 
during such notice period such rea- 
sonable objection of the station 
| shall be satisfied.” 


Chain Breaks Taboo 


The contract also provides that 
_ “The station will make no commer- 
cial spot announcements in the 
‘break’ occurring in the course of a 
single network program or contigu- 
ous programs for the same sponsor 
and will, at the request of Trans- 
continental, desist from making 
commercial spot announcements in 
the ‘break’ occurring before or after 
| specified network programs.” 
Another paragraph provides: 
| “Transcontinental will continue 
| the station as the exclusive Trans- 
_continental outlet in the city in 
which the station is located and will 
so publicize the station and will not 
furnish its exclusive network pro- 
grams to any other station in that 
city, except in case of public emer- 
| gency or by agreement with the sta- 
| tion in the city. 
| “The station will operate as the 
= 
| 
| 


exclusive Transcontinental outlet in 
such city and will so publicise itself 
and will not join for broadcasting 
purposes any other formally organ- 
ized or regularly constituted group 
of broadcasting stations.” 

The contract is effective within 90 
days from date upon 30 days’ writ- 
ten notice by the network of its in- 
tention to begin operations. The 
agreement is effective for five years, 
but provides for termination by 
written noice 60 days prior to the 
end of any one-year period. 
Blackett -Sample -Hummert, Inc., 
said today that it has no financia] 
interest in the new network, but 
has been assisting in its formation 
at the request of some of its clients. 


British Columbia 
Starts $115,000 
Apple Campaign 


Vancouver, B. C., Nov. 2.—British 
Columbia apples will gain the back- 
ing of a $115,000 campaign this sea- 
son under joint sponsorship of three 
groups, it was reported here today. 
The government, the B. C. Fruit 
Board and B. C. Tree Fruits, Ltd., 
have joined forces for the drive, with 
the total budget to be spent in news- 
paper, outdoor and radio advertis- 
ing, dealer helps and special promo- 
tion. Of the total, $75,000 will be 
spent for copy to appear between 
Winnipeg and the West Coast. 

The latter phase of the campaign 
includes enlistment of specially cos- 
tumed girls selected from various 
Okanagan packing plants, to tour 
the prairie cities. In each city they 
are to receive a formal welcome 
from the mayor, to the accompani- 
ment of local advertising and pub- 
licity. 

Canadian Advertising Agency and 
Stewart McIntosh, Ltd., will co- 
operate in placing the copy. 


Expanded Schedule 
Marks Pepsi-Cola 
1940 Copy Plans 


(Continued from Page 1) 


even wider use. Having been intro- 
duced to readers of over 700 news- 
papers, they will make a repeat 
appearance in the comic sections 
and magazines. 

Leading comic groups, as well as 
a number of independent Sunday 
comic pages, are on the schedule. 
Newell-Emmett Company, which 
was recently appointed to handle 
the account, is in charge. 

Magazine advertising, an innova- 
tion for Pepsi-Cola, will break in 
a list that includes the Fawcett and 
Macfadden groups, as well as a 
number of pulp magazines. 

In the pulps, a novel idea will 
be tried. Each issue will contain 
two quarter-page Pepsi-Cola inser- 
tions. These will appear on non- 
facing pages. The other magazines 
on the list will carry half-page 
copy in two colors. 

William Reydel, vice-president of 
the agency, denied reports that 
Pepsi-Cola will employ network 
radio, although New York stations 
are being used for spot programs. 
The consumer campaign is being 
supplemented by a heavy business 


paper schedule instituted on 3 
12-month basis. 
Hughes Transferred 


Crowell-Collier Publishing Com- 
pany has transferred Thomas J. 
Hughes from Country Home to the 
Woman’s Home Companion, Chi- 
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by Court Ruling 
on City Taxation 
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excess of the cost of administration, 


Di | KERS STATE THEIR SIDE OF THE CASE 
and then only against ences Display Plan for TRUCKE SS 
controlled through the police power N. H. Liquor 7 oe 


of cities. Mel aa 
Stores Hits Snag | TO DAWN. 
Concord, N. H., Nov. 2.—Members | a me 


of the State Liquor Commission | 
here are being queried as to rea- | 
‘sons for delay in operation of the | 
plan launched some time ago to in- | 


Payment Is Discontinued 


Following the Superior Court de- 
| cision, practically all the agencies 
in the state discontinued paying this 
tax. The high decision was unex- 
pected, and set up an entirely new 


: - ‘ . . o . fig 2 < rear tT > y ‘ar > ’ . . 7 
i edge of building markets te sroduce a pena pong Building” helpful in “egy ted iy ll pod yer toneages Of Sales Strategy,” gives tested 
— ° ‘ . as é -, 0 4 Orts§ « 4 - all Ty on 
= clear, concise summary of the building planning their campaigns, and par- ee gpar yoe Poe geto Racal en gstaiag Mes ideas for using these friend 
] outlook. ticularly useful when presenting advertising Bon e buvers. thereby cutticg makers.” Write for it today. 
, ( schedules and proposals to Management. ~ tyre oa ona an of 
¢ Se These studies show that: Please write on business stationery if you an an pice donate athe ate . re rf 
F a .a building boom was on the way ant a copy of this new folder. natural products, and a general air THE TTER PENCI. 
[ = oae,e ~ i - 7 
- 3 before hostilities becan. of confidence is now felt on the 
# * J Canadian Pacific coast, all of which AUTOPOINT COMPANY 
. war activity wi : 1 ildina. : has greatly stimulated advertising 
y will stimulate building ; oe eve ee Dept. AA-11 
. the boom would develop if peace 1801 F 
. oster Ave. 
were declared tomorrow. Wheeler-Lea Trial Chi mW 
; - LDING [me Set for Chica a 
at. .. higher interest rates and building AND BUI AGE ; Sy “ a Purit o 
Yin , . John B etrie, trading as Purity |\;r er er2rece2eee2<2e eo--" 
costs are inevitable. - " ene Products Company, Chicago, will go { Avtopcint Company, Dept. AA-1! 
: ae ’ ; \ Simmons-Boardman Publication an teil tates the Uaiked Gieten 5 1801 Senter Avenns, Gilcame. te | 
_ home building 1S being pushed to CHICAGO. ILLINOIS NEW YORK CITY District Court there Nov 20. , With - ——— to ae a eegh | 
anticipate price increases. 105 W. Adams Street 30 Church Street charged with violation of the y — ee | 
” Wheeler-Lea act | 
es a Name 
This case is the first criminal |! | 
™ prosecution under the act. It will tt | 
o = RLD’ heard by Judge Woodward. ! Adare | 
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Unexpected Decision 
May Mean Payment of 


-- ,_ | stores. 
° powers of government not specific- ; , 
Staff Penalties ally reserved in their charters. Ad- | Under terms of a three-year con- 
vertising agencies and all other'| tract entered into between the com- 
San Francisco, Nov. 2.— Adver-| service companies in the state now | cee 79 sg oe o seagpee coy 
tising agencies and other service | find themselves confronted with the | Corporation of Boston, more than a 


organizations of California are con- 
cerned over a decision of the Cali- 
fornia Supreme Court, just rendered 


in the case of the West Coast Ad- | 


vertising Company, which upholds 


| 


concept of licensing, on the theory 
that municipalities can exercise all 


| threat of back license fees for three 


years plus heavy penalties. The load 
is considered so heavy that mu- 
nicipalities are making no attempt 
to collect until the situation is clari- 


/crease state revenue through dis- 


play advertising in state liquor) 


year ago, the state was to receive 
$1,200 per year for the first display 
| installed in each store and $600 
|per year for each subsequent dis- 


_play. Potential revenue has been 


operators in YORE amounted te S4PG022 («+ 
This is ware than 8) 000000» dav! And i¢ 
ditveo to these sperial taxes. truck owners pay 
the property and business taxe- pawl ty « 
ether eommrresal comer 


Emplovment for Willions 


The tree King tvteetss gives frees en 
3.A9% workers, ower See 


. track drwer Ayy 
the rights of municipalities to) fied. estimated at $40,000 annually. Thewe we S22A031 troche 

re : | sect Cc <i ; watered 1a the | mitted States to 
charge licensing fees for revenue, | Commissioners said that 10 dis- repatrred ia th 4 Stat 


in the case of professional and serv- 
ice businesses. This case 
the high court on appeal by 
West Coast company, which 


reached | 

the 
filed | Assembly, in 
the suit originally in an endeavor | some limit on the city authority. | 


Would Limit Authority 
Legislation will probably be 
sought at the next meeting of the 
an endeavor to set 


to upset the collection of $1,200 an-| The fees as established in San Fran- 


plays have already been installed 
|and that four more were to be in- 
|stalled this week. They made no 
|comment on rumors that the plan 
had struck a snag due to lack of 
| interest on the part of advertisers. 


mentor carrion e cayenne 
the lntertate Gonomerer (on 


ing of men, copital ead cy wt has «ces! 


eee oh Am@ertws + creates! inctustries 


A Serrive to Shippers 


nual license fees, assessed against | cisco would, in the case of many| None of the displays installed has ew 
its operation as an outdoor agency. agencies, amount to six to eight per | as yet been placed in operation. AT. A. though ite as 
This suit was first filed three years| cent of their gross billings, which Distillers supporting the display a hy senses: nar: 


ago, and the Superior Court ruled | might possibly represent confisca- 
tion of a large portion of all agency 
profits. 


that California municipalities had 
no authority to levy such fees in 


What's ahead for building if the 
Kuropoan war continues? 


What would happen to building if 


plan are to be charged about $3,400 
| per year to have their products ad- 
vertised in all of the 34 state stores. 


the war should stop tomorrow? 


What about building costs? Inven- 
Wages? 


tories? 
vertising / 


If you sell the building field—or want to 
—the right answers to those questions 
You will find the right 
answers in a new folder entitled “What's 


are important. 


Ahead for Building.” Facts and figures ing field next vear for those who go after it. B.C. lumber under war conditions. “one - hand - opening,” variable 
from many sources have been weighed Manufacturers of building products, and The grain shipments from Van- length blade of high - carbon 


with dmerican Builder's intimate know!}- 


Ad- 


Volume? 


FOR BUILDING 


A special message for manufac- 
turers of building products and 
those who plan their advertising. 


... September residential contract awards 
set a new ten-year high and demon- 
strated public confidence 
building. 


in home 


Every available indicator shows that so 
long as the United States does not become 
a combatant, building activity will increase. 


This means that 1940 advertising and pro- 


there will 


motion campaigns in 4merican Builder will 
be addressed to an expanding market in 
which prices are rising. In other words, 


be plenty of business in the build- 


those who plan their advertising, will find 


ae a ie} be 
AMERICAN TRUCKING ASSOCIATIONS 


WaAthinerOn. o € ote 


F IT'S A TRANSPORTATION PROBLEM 
+» + CONSULT A MOTOR CARRIER 


The American Trucking Association used this full page in The Saturday Evening 
Post to begin a campaign which will tell the public that this industry, fulfilling 


its responsibility to the nation, is entitled 


to a position of parity along with other 


transportation systems. 


Advertising in 
Canada Gains as 
War Booms Trade 


Vancouver, B. C., Nov. 2. War 
has increased rather than decreased 
total volume of advertising business | 
in the Pacific coast areas of Canada, 
and this is especially true in Van- 
couver, third city of the Dominion. | 
With the war now in progress for 
almost two months both retail trade | 
and industry have had an oppor- 
tunity for readjustment, and the | 
panic buying of the earlier days has 
abated. 


Vancouver Trade Gains 


In retail business, advertising has | 


increased chiefly at Vancouver and \j 


Victoria, and to a lesser degree in | 
Nanaimo, New Westminster, Kam- | 
loops, Nelson and other centers of 
the province. The gain in business | 
is mainly centered in Vancouver 
and Victoria where revival in sev- 
eral industries has already started, 
and where the influx of recruits to 
army and navy bases has estab- 
lished a large payroll previously un- 
known. 


Lumber Industry Up 


The lumber industry, once the 
most worried of the basic industries 
of B. C., has now recognized that 
the British market, which in peace 
time has consumed major output, 
will make still greater demands for 


couver also promise to reach a high 


Three Name Sweeney 


John M. Sweeney Company, Bos- 
ton, has been named New England 


| representative for the Journal-Her- 


ald, Abington, Mass.: Journal, East 
Bridgewater, Mass., and Times- 
Courier, Whitman, Mass. 


Merry Christmas Idea Helps 
Make a Happy New Year” 
i, IN SALES 


1 LIKED YOUR 
CHRISTMAS PRESENT- 


ITS SO PRACTICAL S 
AND USEFUL! J 


KEEP PROSPECTS 
REMINDED 


You bet men like this Autopoint 
pencil - and - knife combination! 
Hundreds of salesmen can tes- 
tify these ‘‘reminders” stay with 
prospects year in, year out. 
Autopoint Pencil has the Grip- 
Tite tip: even thin leads can’ 
wobble, drop out or break eas- 
ily. Autopoint knife has the 


steel. Book, ‘The Human Side 
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gets 


REMEMBER ME? 


A GUESSING GAME jor Woes / 


¢ Guessing games, blindfold tests and memory contests are good, clean fun, but 
| it's certainly no fun for a manufacturer to find the sale of his product depend- HOW LONG IS A CONSUMER’S MEMORY? 
h ent on the vagaries of consumers’ fickle memories. Yet dealers’ shelves are lined The average use of space by national advertisers in 1938 
“with products of great quality and usefulness wistfully awaiting that all-impor- in Oklahoma City’s 7 day morning newspaper, The Daily 
p : ‘ . Oklahoman, as shown below is typical of practice in other 
‘t — tant final step across the sales counter... forgotten, ignored by passing customers. U. S. cities of 100,000 or more. “Weeks Represented” is cal- 
4 With what consistency and frequency does the average national advertiser culated as the number of calendar weeks during which one or 
ic | Use the impact of daily newspaper advertising to keep his customers safe from more advertisements appeared. 
n the lure of new loves, to keep consumers continuously conscious of HIS product? fvesnge ee ive 
a National food advertisers last year in Oklahoma City jogged consumer mem- 7 6 SlCr) 6D 
d  Ories an average of 11.4 times; toiletries advertisers advertised their wares an rn = ci i 
average of 19.6. times; medical advertisers 25.8 and tobacco advertisers 30 9 at por +4 
Despite such scanty use, newspaper advertising has proved itself the most pene | 76 44.4 8.3 
powerful selling force in the world. Are YOU using it often enough and con- Beverages, Beer 11.9 40.1 14.9 
p sistently enough to keep YOUR product on the minds and on the lips of an in- > ee aa. 2 =. 
creasing number of consumers? 


a 


@This is one of a series of advertise- 


ments sponsored by The Daily Oke "PE DAILY OKLAHOMAN e OKLAHOMA CITY TIMES 


homan and Oklahoma City Times in 
the interest of a better understanding 


between advertisers, advertising agencies THE OKLAHOMA PUBLISHING 
and publishers. 


. * 


COMPANY = 


OKLAHOMA CITY OKLAHOMA — 


EE Re 


THE FARMER-STOCKMAN 4 MISTLETOE Express # WKY, OKLAHOMA City #« KVOR, CoLorapo Sprincs #« KLZ, Denver (Affiliated Mgmt.) #« THe Katz Acency, INC., REPRESENTATIVE 
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Trace Family 
Habits in Purchase 
of Life Insurance 


Markets, Persistence, 
Salesmen Studied by 
Research Bureau | 


Chicago, Nov. 1.—About 80 per 
cent of the families in 22 cities 
surveyed by the Bureau of Labor 
Statistics spend 7 per cent of their 
incomes for life insurance, Fred 
Bremier, division of commercial 
research, Curtis Publishing Com- 
pany, told the Life Insurance Sales 


Research Bureau at its annual 
meeting at the Edgewater Beach 
Hotel yesterday. Mr. Bremier’s 


analysis of the government survey 
shared the spotlight with reports on 
the newly developed aptitude test 
for insurance salesmen, and a con- 
sideration of methods of reducing 
the number of lapsed policies. 
While results of a rural study 
made by the Department of Agri- 
culture are not yet available, Mr. 
Bremier reported, the figures of the 


| statisticians, 


! ° ‘ ° p | 
Bureau of Labor Statistics coincide 
insurance | 


with those of 
who have estimated 
that insurance premiums take 6 per 
cent of the annual incomes of all 
policyholders. Thus rural buying 
of life insurance is not far below 
that in urban centers. 

The size of the income has no 
appreciable bearing on the _ per- 


closely 


| centage put aside for life insurance, 


Mr. Bremier said, low income fam- 
ilies investing as much, according 
to their means, as those in better 
circumstances. The most startling 
bit of testimony in this direction 
emanated from Chicago, where the 
average income in the upper half 
was found to be $2,481 and in the 
lower half, $839. Each segment 
paid 6.2 per cent over to the insur- 
ance companies. The highest per- 
centage reported was 7.2 and the 
lowest, 5.9. 


Wealthy Best Buyers 


Despite the efforts of the low- 
income families to provide for the 
future, however, the upper half 
represents the most profitable mar- 
ket for life insurance, Mr. Bremier 
pointed out. This upper half with 
highest income contributes about 81 
per cent of total premiums and 
obviously owns about the same per- 
centage of total insurance in force. 

Mr. Bremier concluded that the 


ANA CONVENTIONEERS ENJOY HOT SPRINGS RELAXATION 


A. H. Diebold, Sterling Products; Guy 
C. Lemmon, Hecker Products; E. T. 
Bell, Oklahoma Publishing Company; 


J. C. Riggs, Hecker advertising man- 
ager; A. F. Willson, Erwin, way & Co. 


life insurance industry has achieved 
a high degree of uniformity in its 
sales accomplishment, but that it 
might pay to make a more detailed 
study of conditions in Chicago, 
where no less than 87.2 per cent of 
all families pay insurance premiums. 
The figure for New York is 82.9 
per cent; for six large cities, 81.3 
per cent, and for 14 middle sized 
cities, 78 per cent. Another ob- 


day is history. 


peal, 


lations ... 
rades.. 


est. 


glorious past. 


look ahead . . . pausing 


AKE way for tomorrow ... 


And for The Commercial Ap- 
around 365,000 yesterdays have 
been covered. Days of trials and tribu- 
days of triumph and pa- 
. A Century of Progress. 

Religious adherence to the principles 
of good newspaper coverage and sound 
advertising policies have helped build an 
institution with a reputation that has 
withstood the test of time. 

Yes, the first 100 years were the hard- 


But that was yesterday. . 


and there, to reflect on the blessings 

which have been so kindly bestowed. 
Since its inception back in the wild 

and woolly days of 1840, The Commercial 


“YES 


“THE pase 100 
—“ WERE THE 


_ HARDEST _ 


yester- 


stitution. 


has been a Partner in Progress with the 


. part of a 


Today and tomorrow we 


a moment, here 


that provides. 


Appeal has been an institution dedicated 
to the service and best interest of all the 
people of the Mid-South. 


Yes, The Commercial Appeal is an in- 


Because it is a well-balanced news- 
paper with unexcelled coverage of sports, 
business, finance, society, general news 
and pictures of world events plus the 
best features and comics of the day. It 
is a family newspaper. 

And in this century of development it 


farmer and the business man of the Mid- 
South. Your advertising message in The 
Commercial Appeal will command at- 
tention and produce results. 

It is the only media in the Mid-South 


MEMPHIS 


2-WAY SELLING ACTION 


1 The Commercial Appeal sells the con- 
® sumer by its established reader in- 
terest. 
2 The Commercial Appeal sells the dealer 
* by its vast trade paper influence. 


The COMMERCIAL APPEAL 


A Scripps-Howard Newspaper 


National Representative—The Branham Co. 


‘MORE THAN A NEWSPAPER — AN 


TENNESSEE 


INSTITUTION” 


Leonard Bush, vice-president, Compton 

Advertising; Roy C. Witmer, vice-pres- 

ident, National Broadcasting Company; 

W. G. Werner, Procter & Gamble; and 
A. ts outta. rae Circle. 


vious opportunity for life insur- 
ance is to persuade families with 
high incomes to invest more in the 
future, he said. At present, these 
families spend more for amusement, 
recreation and the required equip- 
ment for its pastimes than for 
insurance. The passenger car takes 
an even higher sum, which in turn 
is exceeded by gifts, taxes, etc., 
while education takes the highest 
toll of all. 

Putting the proposition another 
way, Mr. Bremier said that the 
average family payment for life 
insurance in six large cities is $155. 
In the upper income half, life insur- 
ance ranks fifth in number of dol- 
lars collected from the family in- 
come, while in the lower half, 
falls to sixth. 


Rating Sales Applicants 


Charles J. Zimmerman, president, 
National Association of Life Under- 
writers, paid high tribute to the new 
aptitude index in an address today. 
The index is divided into two parts, 
the first being a rating chart based 
upon the records of a large group 
of men without previous life insur- 
ance selling experience who became 
full-time agents during three recent 
years. Eleven large insurance com- 
panies cooperated in supplying data 
for the study. In addition to re- 
porting on the amount of insurance 
sold by each, they provided infor- 
mation on 24 personal history items. 
With these records available for 
10,111 agents, the Bureau developed 
a method of scoring each one of the 
items, based upon the actual degree 
of success attained. 
a score of 2 points is assigned to 
a man who owns $2,000 of life 
insurance, and 4 points to a man 
owning $5,000. This method, the 
Bureau explained, was not adopted | 
because anyone merely believes that | 
a man should own a large 
of life insurance to become 


a suc- 


Another trio set for play: Frank Ennis, 

Continental Life Insurance Company; 

Max H. Leister, advertising manager, 

Sun Oil Company; and Robert P. Davis, 
Comic Weekly. 


Business Men’s Assurance Company, 
Kansas City; Massachusetts Mutual 


Life, Springfield, Mass.; Old Line 
Life, Milwaukee; Manufacturers 
Life, Toronto; National Life, 


Toronto; Sun Life, Montreal; Con- 
federation Life, Toronto; North 
American Mutual Life, Wilmington. 

Winners in the magazine division 
were the Bankers Life of Des 
Moines; Excelsior Life, Toronto; 
Jefferson Standard, Greensboro, 
N. C.; John Hancock Mutual Life, 
Boston; Life Insurance Company of 
Virginia, Richmond; Massachusetts 
Mutual Life, Springfield; Washing- 


ton National, Evanston, IIl., and 
| Travelers, Hartford, Conn. 
The convention got opposing 


| 


it | views of the relations of advertising 
| and salesmanship from an executive 


and a salesman. Milton F. Jones, 


assistant supervisor of the Travel- 


ers, Hartford, said that salesman 
would get more signatures if they 
talked in the emotional terms 
affected by insurance advertising. 
Harry T. Wright, star producer of 
the Equitable of New York, took 
the view that those who prepare 
the advertising should incorporate 
the sales appeals used by successful 
salesmen. 


Witmer Opens Own Office 

Wallace Witmer has resigned as 
manager of Arkansas Dailies, Inc., 
to establish Wallace Witmer Com- 
pany in Memphis, for the repre- 


|sentation of key city daily news- 


papers. Other offices have been 
opened in New York, Chicago, De- 


|troit and Atlanta. 
For example, | — 


Mott in New Post 


Stanton O. Mott has joined the 
sales promotion department of 


| Crocker-McElwain Company, Holy- 


amount | 


cessful life insurance salesman, but | 


because the records actually proved 
that the men who had $5,000 of 
insurance sold more insurance and 
remained in the business longer 
| than those with smaller amounts. 

The second part of the test con- 
sists of an analysis of personality 
characteristics. After exhaustive 
experiments, the Bureau found four 
different types of questions which 
discriminated with a high degree 
of accuracy between successful and 
unsuccessful insurance salesmen. 
After checking between predictions 


and performance, the Bureau re- 
|tained three of these questions. 
| Scoring stencils make it easy to 
grade the applicant. 


New Compensation Plan 


O. J. Arnold, president, North- 
western National Life of Minne- 


apolis, described a new compensa- 
tion plan adopted by his company 
| in the hope of increasing the “per- 
sistence” of business, or reducing 
the ratio of lapsed policies. 
plan provides for a slightly smaller 
initial payment, larger renewal 
commissions to induce the 
| men to maintain contacts with pol- 
icyholders while using the dragnet 
|} to get new orders. 

The convention was featured by 
an exhibit of advertising which 
| took awards at the recent conclave 
| of the Life Advertisers Association | 
at Detroit. Among the most effec- 
tive users of newspapers were the 


oke, Mass., and will be located in 
New York. He was former ly with 
|Parker-Young Paper Company, 
New York. 


Gets Cotton Oil Account 


The | 


sales- | 


| 


Kingsburg Cotton Oil Company, 
Kingsburg, Calif., has appointed 
Lawrence Company, Los Angeles, 
to handle its advertising. Newspa- 
pers, magazines, business and farm 
paper and direct mail will be used. 


KAUFMANN & FABRY CO. 


HARRISON 3135 
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War: Why We'll Keep Out 


* 


Coming Rise in Business 


* } 


More Money for Defense _ | 


* 


THE FASTEST MAGAZINE 


ON NATIONAL AFFAIRS 


NEWS OF MONDAY THRU FRIDAY 


EXPLAINED AND INTERPRETED 


MAILED OVER THE WEEK-END 


Third Term Moves ahead || 


ee — 


On January 1st THE UNITED STATES NEWS 


will celebrate the start of its 8th 
“Ppearing im a new format... stream- 
ined for the greater convenience of the 


year by 


* THE 


ID Bae ME Mage RS 


000 


GUARANTEED 


reader. THE UNITED STATES NEWS reports 
and interprets .the complete National ; 
News, Monday through Friday, and de- 


livers coast to coast, over the week-end 
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New Users of Advertising 


The current upturn in business is 
giving an opportunity for new ad- 
vertisers to try out their ideas and 
products with greater chance for 
success because of the greater buy- 
ing power of consumers. Agencies 
and media are reporting more inter- 
est in test campaigns for new 
accounts, and it is entirely possible 
that we may be on the eve of a 
great expansion in the number of 
companies actively merchandising 
their products through advertising. 

While there has been a tendency 
in recent years for advertising to 
become more highly concentrated 
in fewer hands, at least as far as 
large expenditures are concerned, 
there is no reason to believe that 
this condition will continue perma- 
nently. It is perhaps the fault of 
those responsible for the promotion 
of advertising and the creation of 
new users—agencies and media— 
that large accounts have been culti- 
vated to the exclusion of newcomers 
with limited funds to expend in 
advertising. 

But advertising has an almost 
universal appeal to the aggressive, 
promotion-minded executive who 
believes in the future of his busi- 
ness, and who realizes that it is the 
great democratic influence in our 
industrial economy. No company 
with a good product need hesitate 
to compete for the favor of the 
consumer, because within limits it 
can be on even terms with every 


other advertiser in the field. 

We have little sympathy for the 
belief that because of the weight 
of large appropriations it is im- 
possible for the little fellow to 
break in. Obviously he cannot 
compete in all markets, but he can 
do an effective job in the market 
and in the media which he is able 
to use. He can start in a neighbor- 
hood, a city, an industry, using a 
single newspaper, business paper, 
magazine or radio station; and tell- 
ing his story just as vigorously and 
competitively as though he were 
dealing with millions of circulation 
instead of hundreds or thousands. 

In advertising, success is built on 
success. The advertiser who wins 
consumer preference in one market 
can expand to another, moving on 
and spreading out as his business 
grows. And even in the case of a 
large company with no advertising 
background, this may be the sound- 
est method for the development of 
a substantial advertising program. 
Time is an important element even 
when money is not the major con- 
sideration, and success achieved 
through careful experiment will be 
the more firmly established. 

Business improvement seems 
likely to continue, and under these 
conditions advertising should ex- 
pand not only in volume but also 
in the number of companies apply- 
ing it to the solution of their mer- 
chandising and marketing problems. 


Who's to Blame for Chiseling? 


A good many advertisers and 
agencies are reported to be placing 
a considerable volume of business, 
especially in the mail-order field, 
on a two-for-one basis. This means 
simply that they offer to run two 
insertions at the price of one. Their 
propositions are being accepted in 
sufficient number to encourage them 
to continue to make the offers. 

The publisher who accepts busi- 
ness at a cut rate may do so because 
he needs the revenue, but in join- 
ing with the space buyer to break 
down his rate structure he is ren- 
dering no service either to adver- 
tising or to himself. He is merely 
advertising the fact that he does not 
believe his goods are worth the 
amount indicated on the price tag. 

Incidentally, the acceptance of 
two-for-one and other cut-rate 
offers, which hark back to the dark 
ages of the advertising business, 
represents an unfair practice which 
penalizes the advertiser who has 
bought space at the card rate and 
who assumes that the publisher is 


protecting him against the competi- 
tor who tries to sneak under the 
tent at a reduced rate. 

Breaking down advertising rates 
is poor business, as well as a shoddy 
practice, for it merely means that 
the space buyer loses valuable time 
shopping around among weak pub- 
lications for bargain deals, when 
he could have done a better job by 
placing his copy in strong media 
capable of producing results. The 
apparent saving is wiped out in the 
losses incident to using second-rate 
media instead of getting worth 
while service at published rates. 

Cut rates are today a rare excep- 
tion to the rule, but it is discour- 
aging to see even a limited number 
of advertisers and agencies descend- 
ing to practices which smack of the 
old barter days when advertising 
was traded for everything except 
money. It would be a lot more 
profitable to concentrate on produc- 
ing good copy and getting it circu- 
lated in media whose service is 
worth what the rate card says it is. 


HOW ABOUT TOSSING A COIN? 


Reproduced with special permission from The Saturday Evening Post. Copyright 1939 


by the Curtis Publishing Company. 


"Thanksgiving or not, | still think we should be fairly safe in announcing the day 
of our Christmas cantata.” 


Ad-libbing 


Strikes Funny Bone 

An Ad-libbing scout in the wide 
open spaces of the Great West sends 
us the newspaper ad reproduced 


Wets his plants 


° . 1 1 / / 
twice daily! » \\ ,/ 
Under blazing 
desert sun... 


Apply Kup at the liret 


// / 
tingle of sunburn, Litte 
| ~) pe educes chances 
4 ering, peeling 
. Keep Kip hendy~-ae 
} tiret-aid tor oll burns, 


cute, etc 


here, which he says has been ap- 
pearing rather frequently. He 
doesn’t bother to say why he thinks 
the ad is interesting, but perhaps 
you can guess. .. And what have 
you seen or heard lately that de- 
serves attention in this column? 


Good Goodyear Copy 

The smashing newspaper copy 
Goodyear used last week to an- 
nounce a price reduction on the G-3 
6.00-16, and its dramatic headline, 
“We stand against unwarranted 
price increases, and to give that 
position meaning, we are right now 
bringing our own prices down,” 
struck us as timely and effective 
advertising. There’s just one thing 
that strikes a bit of a sour note 
and that’s the last part of the 
quote under the picture of Presi- 
dent Litchfield, who signed the ad- 
vertisement: “I consider the ‘G-3’ 
at the prices now quoted to be the 
finest value ever offered in a tire. 
The fact is, I use these tires on my 
own car.” We're probably quib- 
bling, but it seems to us that Mr. 
Average Reader no longer is im- 
pressed by the assertion that the 
maker of a product considers it so 
good he uses it himself, and our 
feeling is that the last sentence of 
that quote weakens, rather than 
strengthens, the statement. 


Proof Is Forthcoming 


Recently Ad-libbing questioned 
the actual selling power of out of 
the ordinary mailing pieces asking 
for work. Now comes Lila Pollock 
of New York to prove that mailings 


of this kind work, at least for her. 

“As in all selling,” Miss Pollock 
lectures us, “their success probably 
depends on (1) how well is the ad- 
vertisement planned and written 
(2) how good is the advertised 
‘product.’ ”’ 

“One of my own self-promotion 
pieces,’ she continues, “—simply a 
well-written booklet with dramatic 
appeal — has secured two positions 
for me:. the first, creative director 
for Reiss Advertising, directing a 
creative staff of 23; the next, copy- 
writer for Paris & Peart, working 
on the A & P account.” 

But, having discovered that it’s 
easy enough to get jobs, simply by 
mailing out well-written pieces 
with dramatic appeal, Miss Pollock 
breaks the good (or bad) news to 
us that she is at present informing 
agency executives of her work in 
advertising “by means of the en- 


closed letter, wrapped around a 
gold brick.” 

Her letter doesn’t mention the 
fact, but enclosed with it is a 


photograph, presumably of herself, 
which suggests that if she has diffi- 
culty getting a copywriting or crea- 
tive job it should still be possible 
for her to do all right in front of 
some photographer's lens. 


Horseless Delivery 

We’ve been meaning for a couple 
of weeks to pass out a pat on the 
back to White Motor Company for 
the swell brochure it has issued to 
tell the story of its new “White 
Horse” line of delivery trucks. The 
brochure deserves mention not be- 
cause it is a beautiful job, full of 
eye appeal, but primarily because it 
tells a complicated and impressive 
story in a fascinating, attention- 
holding manner that does about the 
best job of reason-why selling 
we've seen in a long time. The new 
line, White says, is the first real 
attempt to solve the delivery prob- 
lems of bakers, dairies, and similar 
companies by starting from the 
ground up to build a delivery 
vehicle exactly suited to their needs, 
and the easily understandable text 
and clear diagrammatic illustrations 
put the story over convincingly. 


Jottings 

“Gertie Grapefruit,” of the Flor- 
ida Grapefruits, arrived here in a 
box last week. She’s all dressed up 
with colored pins and pieces of 
paper which turn her into an at- 
tractive gal. “I’m back in your town 
again,” says the message, signed by 
the Florida Citrus Commission. . . 
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Information 
for 
Advertisers 


The following documents may 
secured without charge from com. 
panies sponsoring them, or throug) 
ADVERTISING AGE, by any nationg) 
advertiser or advertising agency 
executive writing on his busines 
letterhead. 


No. 1558. Covering the South’ 
Two Textile Markets. 

The Southern textile industry 
comprised of two distinct markets 
spin-weave mills and knitting mills 
according to this brochure issue 
by Clark Publishing Company. The 
brochure provides market data op 
these branches, with information 
on the coverage of the fields by 
Textile Bulletin and Souther, 
Knitter. 


No. 1559. How to Benefit from 
Sound Films and How to Ob. 
tain Them at Low Cost. 


Some of the chief industrial uses 
for films, their advantages for prod. 
uct presentation, and other point: 
are made in this new booklet issued 
by The Berndt-Maurer Corporation 
The material includes reprints of 
speeches by J. A. Maurer, on “The 
Present Status of 16-MM. Sound 
Film,” and “16-MM. Sound Film by 
Direct Recording.” 


No. 1540. Every Reader a Customer | 


In this brochure The Family 
Circle offers a concise but thoroug} 
summary of facts on its distribution 
merchandising services, copy test- 
ing facilities and evidences of reader 
interest. 


No. 1536. Pacific Coast Markets. 


Sunset Magazine, San Francisco 
has issued this booklet which con- 
tains an analysis of its circulation 
in California, Oregon and Washing- 
ton by counties and towns. 


No. 1557. Dog Food Survey. 


The Lexington Herald-Leader ha: 
issued this survey of dog foods, ob- 
tained through personal calls on 100 
chain and independent grocers in 
Lexington, Ky. The study tabv- 
lates distribution and sales rank and 
itemizes some highlights of _ the 
answers to questiennaires. 


No. 1552. 
ket. 


Bakers Weekly shows, in this in- 
teresting new brochure, how it 
covers the bakery front. News, fea- 
tures, services and testing laboratory 
set-up are described and illustrated, 
and coverage of the market is han- 
dled in detail. 


No. 1553. 1939 Annual Grocery 
Products Survey. 


Fifty-four classifications of gro- 
cery products are tabulated in this 
study, issued by The Sacramento 
Bee, which records distribution an¢ 
sales position of these items in 50 
Sacramento groceries. 


No. 1548. 
1939. 


Retail distribution and rank 0 
sale by brands are tabulated in this 
new survey issued by the Omahé 
World-Herald. The study cover 
toilet soap, laundry and package¢ 
soaps, water softeners and cleaniné 
powders. 


No. 1554. What Is Saturday Night’ 

Newspaper, or magazine? is the 
question occasionally raised, accord- 
ing to this booklet issued by Satur 
day Night, Toronto. The bookie! 
doesn’t claim to classify the period: 
ical, but provides a lot of inform 
tion about its editorial formul 
advertising volume, coverage 4? 
readership. 


No. 1556. A Big Rich Market. 


The size of the market, numbe! 
of Catholic institutions, buyi% 
power, reader interest and adver 
tiser acceptance are summed up » 
this brochure issued by the Cat 
olic Quality Weeklies. These 
the Catholic Chronicle, Toledo, 2” 
The Catholic Universe Bullet 
Cleveland. 


Key to the Bakery Mar- 


General Soap Survey 


— 
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In Your Bid for 1940 Business PLAY THESE— 


DVERTISING 
ACES 


# VOLUME r 


2,500,000—Largest mail-delivered circulation in 
X the world. Farm Journal and Farmer’s Wife delivers 
your advertising message into more homes in more | 
counties than any other magazine, rural or urban! — 


Vv COVERAGE 


Full Family Readership, the natural result of com- 

x bining two complete covers and contents within a 
single magazine. Farm Journal and Farmer’s Wife 
is equally a favorite of men and women. 


a SPEED 


Four-Day Writer-to-Reader Service, which adds to 


y ie 


ao 


% mass coverage the tremendous impact of current 
N news and its significance to rural people. 
a 
Lowest Page Cost Per Thousand of any mass mag- ae 
pf azine. $1.96 per page per thousand—less than one- i. 


fifth of a cent per family. ae 


Volume, Coverage, Speed, Value — 4 reasons why 
Farm Journal and Farmer’s Wife can move more eas: 
goods to more people at lower cost for you in 1940. . 


FARM 
JOURNAL 


Graham Patterson, Publisher + + Washington Square + + Philadelphia 
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ADVERTISING AGE 


Devgan Sp 


November 6, 193, 


OUTLINES ICE DRIVE 


Hurley Hust, 
National Ice Advertising, Inc., told the 


advertising manager of 


National Association of Ice Industries 
convention in Chicago of plans for an 
expanded campaign in 1940. 


le Men Warm Up 
for Fifth Year 


of Cooperative Copy 


Chicago, Nov. 4.—Rescued from 
the road to oblivion four years 


ago when it began national adver- 
tising, the National Association of 
Ice Industries today reaffirmed its 


belief in the program launched at | 


that time by announcing its con- 
tinuance on an expanded scale for 
1940. 

A budget 
an increase 


in excess of $500,000, 
in both consumer and 


business paper copy and greater 
development of sales and service 
training plans were highlights of 


the campaign outlined to more than 
2,000 industry representatives. 
Ice sales have gained 7 per cent 


this year, it was announced, while | 


sales have increased 
Contributing to the 
sales has been the 
development and sale of ice cubes 
both to consumers and to beverage 
dispensing outlets. 

More important, perhaps, 
the details of this program 
visible evidence of the 
given this group in 
aggressive 


refrigerator 
25 per cent 
Increase in ice 


than 
is the 
stimulation 
four years of 
promotion. The de- 
meanor of those present; the tenor 
of the convention itself and of the 
convention addresses is in marked 
contrast to that observed in many 
other industry groups whose col- 
lective brows appear furrowed be- 
yond their years, their backs bent 


by burdens seemingly too heavy 
for even an Atlas. 
It was not always thus. In the 


words of Hurley Hust, of National 
Ice Advertising, Inc., the ice men 
were “whistling in the ‘dark’ in 
1935. They were distinctly aware 


WFBR’S LOCAL 
ADVERTISING IS 
20% AHEAD 
OF LAST YEAR’S! 


And for the last four years, 
WFBR has been FIRST among 
Baltimore network stations 
In local advertising. 


RATIONAL REPRESENTATIVES 
EDWARD PETRY & CO. ———— 


ON THE NBC RED NETWORK 


| 


that many people were purchasing | 


those not so old gadgets to keep 
food cold without ice in its more 
bulky form. 

It took something more than an 


| | optimist at that time to see a rosy 
| future for either the ice industry 


or the romantic ice man. But— 


| | again in apparent contrast to many | 
| groups who are today still haggling 


over the same problems which they 
faced in 1935—the ice industry got 
to work. 


First Efforts Recalled 


In November, 1935, a program 
was established calling for a budget 
not dissimilar to the present figure, 


a levy of two cents per ton on in- 
| 


If you had, you’d have learned that this is the 
only country in the world where you can safely 


pick up fruit from a fruit stand and eat it in the 


dark .. 


You'd have read that there are some 750.000 


kinds of bugs in the world, 90,000 of them in the 


Se 


importance, with no less than 6,000 deserving the 


rank of pests. 


You'd have learned that lights will lure winged 


dustry members, the appearance of 
Mary Pickford in a radio program, 
plus national magazine advertising. 
With some variations, the cam- 


paign has been continued through | 


the intervening four years. 
Donahue & Coe has continued as 


urday Evening Post and Sunset; 
Hoard’s Dairyman and the South- 
ern Agriculturist. Other magazines 
on the list are American, American 
Home, Better Homes and Gardens, 
Collier’s, Good Housekeeping, Hol- 
land’s, Household, Ladies’ Home 


the agency in charge and will again | Journal, Life, McCall’s, Parents’, 


be retained in 1940. 
sociation felt that it was financially 
unable to perform a competent pro- 
motion job in both magazines and 
radio. 

The use of color copy will be 
increased in 1940, according to Mr. 
Hust. Two general and two farm 


publications have been added to) 
These are The Sat-| would be continued. He said that 


the schedule. 


EING an advertising man, you probably 
didn’t read the article starting on page 9 
of Country Gentleman for May. 


. and that the reason is bugs. 


.and that 20,000 of these are of economic 


Radio was | True Story and Woman’s Home 
dropped after 1937 because the as- | 


Companion. 

Farm papers include Country 
Gentleman, Farm Journal and 
Farmer’s Wife, Farm and Ranch, 
Progressive Farmer and Southern 
Ruralist and Successful Farming. 

Copy themes are still under dis- 
cussion, Mr. Hust added, although 
commenting that competitive copy 


i, 
en 


use of business paper copy woyjq 
be increased 70 per cent, with th 
program being launched somewh,; 
earlier than the consumer drive 
The association has added schoo) 
cafeterias, tourist courts, transpor. 
tation and taverns as new fields fo, 
cultivation in 1940. Nineteen bygj. 
ness publications were used th 
year. 

In addition to its national adver. 
tising, the association will also jp. 
crease its attention to local adver. 
tising and _ sales training. 0, 
exhibit at the convention were 59 
successfully used local newspape, 
campaigns. Programs similar t 
these are being made available 
dealers. 


insects efficiently up to a seventh of a mile... tha! 
ten light traps will catch most of the codling moth: 


in a twenty acre pear orchard ... that a cornfielé 


of corn. 


equipped with lights will produce worm-free eat 


You'd have learned that a modern insecticié 


service can “fog” 50 to 60 acres of orchard a dé! 


You'd have been 


where the old-fashioned rig sprayed five . . . a” 


the new job is a better one besides being quicke! 


impressed at reading thi! 


California’s state borderline inspectors expect ™ 


go through 12,000,000 pieces of luggage this ye” 


with the express purpose of guarding the states 


Use 
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Mississippi Will | 
Use Newspapers in 
Tourist Campaign 


Jackson, Miss., Nov. 1—The Mis- 
<issippi Advertising Commission to- 
day announced that it had com- 
pleted plans for its 1939-40 pro- 
cram with a copy schedule in 14 
newspapers. The state schedule is 
limited this year, it was added, be- 
cause the commission is approach- 
ing the end of its two-year ap- 


prop! iation. ; 

Substantial tourist revenue gains | 
were cited as encouraging factors | 
for future promotion. Gas and oil | 


one hundred fifty different agricultural crops © 
‘gainst pests that might become epidemic. 


And... being an advertising man... you’d have 
probably thought, somewhere as you read, that if 
this sort of thing is so interesting to a city feller 
It must just be all-fired absorbing to a man who 


‘ves by the soil. 


And then you might have concluded that to run 


Vou) 


be a pretty smart idea. 


-.. And you’d have been as right as rain! 


ads where over 2 million of agriculture’s best 


lamilies regularly come for reading like this would 


receipts were 31 per cent higher 
in 1938 than in 1937, and 36 per cent 
higher this year than last. Total 
tourist business for the state was 
estimated at $21,900,000 in 1938 by 
the United States Department of the 
Interior. 

Bulwarking the state campaign 
this season will be considerable tie- 
in copy planned by hotels, Cham- 
bers of Commerce and other groups | 
who benefit from tourist revenue. 

State copy will appear in news- 
papers of the following cities: Chi- 
cago, Cincinnati, Philadelphia, De- 
troit, St. Louis, Milwaukee, Minne- 
apolis, Cleveland and New York. 

Dixie Advertisers, Inc., is the 


| Reading Joins Sawyer 


agency 


™ 


(PERRO ge ETRE TENS 


| 
Whiz Wax to LeQuatte 
Concentrating all advertising in R. M. Hollingshead Corporation, 
November and December, R. C.| Camden, N. J., has appointed H. B. 
Williams & Co., New York, has} LeQuatte, New York, to direct the 
launched its largest fall and winter promotion of Whiz household 
campaign for Gilbey’s Spey-Royal| waxes, polishes and cleaners. A 
Scotch whisky. Insertions in 44] newspaper campaign is now being 
newspapers in 21 cities stress the | conducted in the Philadelphia area 
age of the whisky. Bermingham,| and will be followed by drives in 
Castleman & Pierce, New York, is | other markets. 


the agency. —_——_—_ 
To Strathmore Paper 


Albert L. Givney, formerly in 
Edward F. Reading has resigned | charge of advertising and sales pro- 
from Osborn, Scolaro, Meeker &/| motion for Harry C. Schick, New- 
Co., New York, to join Sawyer-| ark jewelry manufacturer, has been 
Ferguson - Walker Company, New/named assistant to Cy Norton, 
York. He was previously New| manager of sales promotion for 
York representative of the Phila-| Strathmore Paper Company, West 
Springfield, Mass. 


Begins Big Whisky Drive 


NAMED STEEL AD CHIEF 


Chester W. Ruth 


Republic Steel 
Names C. W. Ruth 
to Succeed Knisely 


| Cleveland, Oct. 31.— Chester W. 
Ruth has been appointed director of 
 odentision of Republic Steel Cor- 
poration, succeeding Stanley A. 
Knisely who recently became ex- 
| ecutive vice-president of Associated 
| Business Papers, Inc. Harold H. 
| Oldham has been named assistant 
director of advertising. 
Following several years of news- 
| paper and advertising agency work, 
| Mr. Ruth became advertising man- 
ager of United Alloy Steel Corpora- 
| tion in 1926 and when that com- 
| pany merged with Central Alloy 
Steel Corporation, he was named 
| assistant advertising manager of the 
/new combination. With the forma- 
| tion of Republic Steel Corporation 
in 1930 he became assistant adver- 
tising manager and in 1936 was ap- 
pointed assistant advertising direc- 
tor of the company and its sub- 
| sidiaries. 

Mr. Oldham joined Republic in 
1931 and has been manager of the 
|copy and production departments 
since 1937. 


$985,000 Budget for 
Florida Citrus Fruits 


The Florida Citrus Commission 
has disclosed that its 1939-40 budget 
will total $985,000. Most of this will 
be spent in newspaper advertising 
as reported in ADVERTISING AGE, 
Oct. 23. 

Arthur Kudner, Inc., is’ the 
agency. Representatives of the 
agency and L. W. Marvin, advertis- 
ing manager of the commission, are 
to present a proposed canned grape- 
fruit advertising plan at a meeting 
in Lakeland, Fla., commission head- 
| quarters, on Nov. 13. 


To Grace & Bement 

Grace & Bement, Detroit, has 
been appointed advertising counsel 
for Lee & Cady, Detroit, wholesale 


| grocer serving 15,000 independent 


grocers in Michigan, Ohio and In- 
diana. Radio is being used. 


Building Permits 349.8% 
Grain Shipments 38.5% 


Bank Clearings.. 20.7% 
Grain Receipts .. 1.6% 


Figures Are for Sept., 1939, 
Compared with Sept, 1938 


THE OMAHA 
WORLD - HERALD 


Nat. Adv. Repr. 
O'MARA & ORMSBEE, Inc. 
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Latest Product of 
Gasoline Chemistry 
in Copy Debut 


Sunoco Launches Heavy 
Drive to Hail ''Nu-Blue™ 


Fuel Development 


Philadelphia, Oct. 31.—Sun Oil 
Company announced today in space 
ranging up to seven columns in 350 
newspapers from Maine to Virginia 
and west to Michigan, Nu-Blue 
Sunoco gasoline, described as the 
result of “a revolutionary new 
process,” and as “the new miracle 
of gasoline chemistry.” 

The new process mentioned in 
the copy is the Houdry system of 
catalytic cracking to produce high 
octane motor fuel. Invented by a 
French engineer, American rights to 
the process are shared by Sunoco 
with Socony-Vacuum Oil Company. 
Socony has not yet marketed the 
new type gas. 

Sunoco is also promoting the new 
product on the Lowell Thomas news 
broadcasts, heard nightly over 22 


PROCESS DEBUT 


° a senus 
© a sunrius 

of swre-fire quich sharliong 
© 8 oivingnp 

04 economical 


ae ee ee eee a ee ene 


All youve ever wanted ina gasoline 


“4 AT REGULAR GAS PRICE 


copy heralded Sun Oil 


Newspaper 
Company's latest chemical achievement. 


stations of the NBC Blue network. 
Outdoor posters will also be used 
throughout the Socony marketing 
area. The agency in charge is 
Roche, Williams & Cunnyngham. 
Newspaper copy announcing Nu- 
Blue Sunoco termed the product 


“made especially for high compres- 
sion motors,” but giving every car 
“a bonus of high-test knockless 
power, a surplus of sure-fire quick 
starting, and a dividend of economi- 
cal mileage.” 

Copy also suggests that motorists 
make a fair test of the new fuel by 
allowing their tanks to run practic- 
ally empty before refilling with Nu- 
Blue Sunoco. The product is said 
to be comparable to premium- 
priced fuels, but will sell at the reg- 
ular price. 

Arthur E. Pew Jr., vice-president 
of Sunoco, announced a year ago, 
before a meeting of the American 
Petroleum Institute, that commer- 
cial methods of producing gas under 


the Houdry patents had been per- 
fected. He pointed out at that time | 
that the invention should make pos- 
sible a considerable saving in crude 
oil reserves since the per barrel | 
yield of high octane gasoline is/| 
almost doubled, and that it would 
give this country a tremendous ad- 
vantage in the quantity production 
of aviation fuel at low cost. 

The Houdry process has been the 
subject of numerous articles in 
magazines, newspapers and business 
papers, and announcement copy by 
Sun pointed out that it has been 
“hailed by the press of the world.” 
A Fortune article was devoted to 
the subject several months ago. 


———, 


reading them! 


THE 
RECORD 


Det 


NewsPaArers | THE 


THE TROY RECORD CO. 


The easiest, most effective and most economical way to tell more 
than 130,000 Troy and vicinity folks about your products or services 
is to use The Record Newspapers, Troy's sole dailies. 


They find these sources of news, entertainment and instruction 
so valuable that they pay over $300,000 a year for the privilege of 


The Troy A.B.C. City Zone (which embraces within its 3!/2-mile 
radius more than 119,324 consumers) accounts for over $38,896,000 


in retail sales annually, the Troy A.B.C. Trade Zone for an addi- 
tional $24,768,000. 


The Record Newspapers reach “everybody” in this major New 
York State market. Twelve cents per line buys complete coverage. 


34,556 Net Paid Copies Daily 
t, 1939, A.B.C. Publisher's State 


THE TROY 
. TIMES 


J. A. VIGER, ADVERTISING MANAGER 


ment 


| Reorganizatior on 
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MICKEY GIVES NEW PRODUCT A PUSH 


"HE NEW MIRACLE OF GASOLINE CHEMISTRY 


Outdoor posters throughout Sun Oil Company's marketing area will feature 
Walt cc hero, who lends a bit of glamor to the new product's debut. 


| 
| 
' 


Plan Weighed for 
‘Brooklyn Eagle’ 


New York, Nov. 1.—Federal ref- 
eree W. L. Morehouse declared the 
Brooklyn Daily Eagle “in bank- 
ruptcy” at a hearing held here last 
week in an attempt to reach a 
compromise with creditors owed 
$4,745,439 by the newspaper. Mr. 
Morehouse declared that his deci- 
sion would not affect the continued 
operation of the paper, and insisted 
that the “future of the Eagle looks 
rosy.” 

Hearings were held under the 
terms of the Chandler Act in an 
effort to effect a financial reorgani- 
zation. It was agreed that a dis- 
interested party be selected as 
trustee for the property, and credi- 
tors decided to leave the choice to 
Mr. Morehouse. The referee said 
that a man would probably be 
named this week. 

Several prospective purchasers 
loom as a possible solution to the 
paper’s financial problems. When 
asked by Charles E. Murphy, coun- 
sel for the newspaper, to explain 
the new status of the Eagle for re- 
porters present, Mr. Morehouse | 
said: “I understand that a sub- 
stantial offer has been made for 
the assets of the Eagle and that 
better offers may be made.” 

Referee Morehouse named Clar- 
ence E. Galston, Manhattan at- 
torney, as bankruptcy trustee for 
the Eagle. A second order by Mr. 
Morehouse directed Frank D. 
Schroth, publisher, to continue pub- 
lication of the paper. 

A spokesman for the paper re- 
vealed that a syndicate headed by 
Mr. Schroth will make an offer for 
the paper within a few days. He 
termed developments encouraging, 
and asserted that the present out- 
look is that the Eagle “will be free 
and clear of all its legal and finan- 


cial involvement” within a few 
weeks. 
Butler Forms New Agency 


Ralph H. Butler, formerly with 


— 
— 


Pennzoil Offers 
Winter Weather 
Aid to Motorists 


Cleveland, Nov. 1.—With the chil) 
hand of old man Winter about 
descend upon several million motor. 
ists, Pennzoil 
launched a varied campaign de. 
signed to help the cold-weather 
driver overcome some of his prob. 
lems. 

Newspapers, farm papers, magz- 
zines, displays and a temperatur 
guide are included in the Pennzoj 
campaign. The temperature guide 
is expected to be one of the most 
helpful items to both dealers and 
the motorists. The combined ther- 
mometer and guide will enable the 
motorist to know just when t 
change oil, add anti-freeze ani 
check up on his battery. 

Newspaper copy will follow the 
weather and has already appeared 
in northern states. It features the 
temperature guide. Bulwarking thi: 
phase of the drive is a schedule ip 
magazines and farm papers which 
includes: American, Capper’s Far- 
mer, Collier’s, Country Gentlemay 
Life, The Saturday Evening Pos 
and Time. Fuller & Smith & Ros 
is the agency. 


Chris-Craft Copy 
Heralds Debut 


of 1940 Models 


Detroit, Nov. 1.—Not to be ou 
done by the automobile manufac 
turers, Chris-Craft Corporation, on: 
of the world’s largest manufactw- 
ers of motor boats, introduced it 
1940 models this week. Announce 
ment copy included a bleed spreaé 
in Life and extensive space in bus: 
ness papers covering the moto 
boat field. 

To stimulate fall buying, a 10 pe 
cent discount is being offered on é 
new models for orders receive 
before Nov. 30. 

Current copy is keyed to t 
slogan, “Go Sporty for 194 
Brooke, Smith & French is 


Schwab & Beatty, New York, has 
established an agency under the 
name Butler-Advertising at 516) 
Fifth avenue, New York. The new 
agency has been appointed to direct 
the accounts of Kalart Company, 
New York, manufacturer of micro- 

matic speed flashes and other pho- 
tographic specialties, and Vitona | 


Products Company, New York, 
pharmaceuticals 
McCarthy to Bendix 


A. L. McCarthy has 
sale operations for Bendix Home 
Appliances, South Bend, Ind. He 
was formerly vice - president in 
charge of sales for Eureka Vacuum 
Cleaner Company, Detroit. 
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| Count the Dollars: 


Chris-Craft agency. 


Company haf 


Anderson Advanced 


John L. Anderson, secretary a 
treasurer, has been appointed hee 
of the radio department of McCant 
Erickson, New York. He succeee 
Stanford Briggs, who _ request 
| that he be relieved of this post 
cause of the pressure of ow 


| duties. 


been ap-| Motorist’ Adds Reither 


| pointed manager of branch and re- 


Winslow T. Reither, formerly | 
the Nassau Review-Star, Rockv! 
Center, L. IL. and Griscom-Wo0® 
yard Publications, Inc., New Yo 
has joined the advertising staff 
| New York Motorist, New York 
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il Magazine Survey 
Reveals Majority 
Against lowa Plan 


Reluctant to Change 


Without General Indus- 


try Action 


Chicago, Nov. 3.—Substitution in 
the future of another marketing 
setup by the oil industry to replace 
the Iowa or Dealer Marketing Plan 
is indicated in a survey appearing 
in the current Petroleum Marketer. 


Consensus of marketing leaders | 
of the industry, according to this | 


survey, is that something will have 
to be done to right the present situ- 
ation. Operation of company-owned 
key stations 
likely answer, with each company 


reluctant to make any drastic move | 


that would not be followed by 
others. 

The pros and cons of the Iowa 
Plan have been the subject of much 


controversy in recent months. The 
survey made by Petroleum Mar- 
keter is comprised of statements 


given the oil publication by execu- 
tives of major oil companies. Names 
of these companies and executives 
are not disclosed. 


Cites Service Lapses 


One 
mented: 


marketing executive com- 

“We are definitely of the 
opinion that company-operated 
service stations are an important 
adjunct to our business. . From 
our own observation, it would ap- 
pear that in localities where there 
have been company operated sta- 
tions, but which have been discon- 
tinued, the services offered and the 
appearance of independent stations 
have subsequently gone backward.” 

Another executive commented 
upon the difficulty experienced by 
independent dealers in price wars. 
“Left to themselves,” he wrote, 
“the dealers have either run-away 


margins or no margins at all, and} 
need the example of outlets | 


they 
that operate with fixed posted prices 
at a level which reflects the going 
margins in each operating area. The 


influence of this type of operation | 


enables your dealer to get more for 
nis 
under the ‘cut-throat’ competition 
which very often appears.” 

The magazine reported that, 
while most of the comments re- 
ceived inferred dissatisfaction with 
the Iowa Plan, a few held it satis- 
factory. Many straddled the fence, 


believing that the Iowa Plan could | 


not be blamed for the 
condition of the industry. 
One executive, dissatisfied with 
the Iowa Plan, said that his com- 
pany had been experimenting at 


“chaotic” 


key 


“We intend,’ he remarked, “if 


{ 


elimination or 


modification of the 


position to more satisfactorily con- 
‘trol retail prices. In our opinion 
vould be necessary, however, that 
petition in general do likewise, 
the idea would be of no particu- 
benefit.” 


{ 


“Cue” Adds Reate 


J. Mora Boyle, 


formerly head of 
scasting 


Corporation, New 


newspapers, has been 
poir nted retail advertising manager | 

‘ue, New York. George Ham- 
; formerly with Curtis Publish- 
ng Cc ompany, 


ned Western advertising man- 


me 


; Week, New York, and William 

Daly, formerly with Rodney 
poone Or ganization, New York, 
have been added to the advertising 


Staff 


B&B Promotes Two 


J. L. Bogert, 


Benton & Bowles 
JO n 


vice-president of 
New York, has 
named director 
_ ph J. Toigo, for two years on 
© research staff, has been named 


— of the research depart- 
ent, 


St. Louis Sales Chiefs 
Plan Conference 


Col. Willard Chevalier, publisher 
of Business Week, and Albert H. 
Morrill, president of Kroger Gro- 
cery and Baking Company, will be 


is cited as the most) 


products than he will realize) 


points with company operation. | 
competition follows the same trend | 


wa Plan) to place ourselves in a’ 


, and previously with four New | 
ap- 


New York, has been | 
ager T. €. Fulton, formerly with | 


of research. | 


among those to address the Sales 


Executives Conference scheduled 
|for St. Louis, Nov. 17 at the Hotel 
Jefferson. The Sales Managers’ 


| Bureau of the St. Louis Chamber 
iS. Commerce is sponsor for the 
| affair. 

This year’s theme will be “The 
Way to "Profitable Sales in 1940.” 


To Beaumont & Hohman 


Beaumont & Hohman, Los An- 
geles, has been appointed to handle 
the advertising of E. B. Myers Com- 
pany, Los Angeles, sportswear. 


gs THE YANKEE NETWORK, INC. 


Coal Dealers s May 
Emulate Campaign 
of Ice Industry 


Chicago, Nov. 3.—Coal retailers, 
impressed by the success of the 
cooperative program of the ice in- 
dustry, may soon launch an adver- 
tising campaign of their own if 


plans now under way materialize. | 


Klein Roberts, 
American Retail Coal Association, 
said today that American Coals, 
Inc., had been organized as a cor- 
poration to function in a manner 
similar to that of National 
Advertising, Inc. Many ice dealers 
sell coal also and consequently are 


secretary of the | 


Ice | 


members of the 


oa association. | Gets Java Pacific Line 


Be oe Seve esr — Java Pacific Line has appointed 
named for American Coals, al- Charles W. Hoyt Company, New 
though appointment of the staff,| york to handle advertising of its 
including an advertising manager, | new Trans-Pacific service to Hawaii, 
is expected w ithin 30 days. Fur-| the Philippines, Java, Sumatra, Ma- 
ther details as to the nature of|laya and India from Los Angeles 
projected advertising drive are also| and San Francisco. 

expected to be more clearly defined 
in the future. 


Campaign for Distiller 

| Merchants Distilling Corporation, 
Terre Haute, Ind., has launched a 
| newspaper campaign in Chicago on 
behalf of its bottled in bond whisky. 
Arbee Advertising Agency, Terre 
Haute, is in charge. 


Joins University Press 


John W. Parks has joined the, 
University Press, Cambridge, Mass., | 
as art director. He was formerly 
manager of the creative department | 


of Southgate Press, and previously 
held the position of assistant adver- ‘Embassy Agency Moves 


tising manager in charge of 4 Embassy Advertising Company 
mail and catalog building for | has moved to 9 E. 45th street, New 
Library Bureau. | York. 


ARNING 
D WAGES! 


Tae trend is UP in New England. 
For the first nine months of 1939... 


Wool Consumption UP 50% 
Cotton Consumption UP 30% 
. Shoe Production UP 5% 


New England's skilled workers have 
always earned good wages. The new 
minimum wage law in effect last month 
insures textile and hosiery workers in- 
creased and adequate earnings. 


The 


have loyal acceptance and complete 


18 Yankee Network stations 


coverage in this responsive, able-to- 
buy market. Use this two-fold advan- 
tage to increase YOUR sales. 


WNAC Boston WSAR Fall River 
WTIC  Harthord WNBH New Bedford 
WEAN Providence WHAI Greenfield 
WIAG Worcester WBRK Pittsfield 
\Bridgeport WLLH Lowell 
hei iNew Haven pesacseeene 
Ac tele Go oe 
WRDO- Augusta 
WCSH Portland woo \Lewiston 
WLBZ Bangor | Auburn 
WFEA = Manchester WSYB Rutland 


21 BROOKLINE AVENUE. 


BOSTON, MASSACHUSETTS: 
EDWARD PETRY & CO., INC., Exclusive all + a Representatives 
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Radio Codels 
Full of Pitfalls, 


Lawrence Says 


Takes Issue with NAB 
in Address Over Na- 
tionwide Network 


Washington, D. C., Nov. 1.—The 
new code of the National Associa- 
tion of Broadcasters governing con- 
troversial subjects is essentially 
defective, David Lawrence, editor 
of the United States News, charged 
in a broadcast this week over Co- 
lumbia Broadcasting System. Mr. 
Lawrence replied to Neville Miller, 
NAB president, who spoke over 
CBS last week, explaining the 
views of the men who formulated 
the code. 

“If radio station owners are solici- 
tous about financial inequality,” 
eommented Mr. Lawrence, “will 
not some day the question be asked 
why they permit huge corporations 
to buy all of the time they want 
to sell their products, while com- 
peting businesses not so fortunate 
must face that competition § in 
sales?” 


A Dangerous Role 


Mr. Lawrence took the viewpoint 
that radio is under no legal or 
moral obligation whatsoever to hold 
the scales between those who can 
or cannot afford to buy time for 
any lawful purpose. Nor is there 
any grave danger in the former 
buy - as - you- please policy, since 
mere weight of testimony does not 
always prove effective. 

The editor compared radio to the 
publishing business, holding that 
the chief obligation of radio is to 
preserve a proper balance between 
editorial or entertainment features 
and advertising. 

“The process of individual limi- 
lation of news content and adver- 
tising space in newspapers and 
periodicals is well established,” he 
remarked. “It has nothing to do 
with indirect efforts by concerted 
action to bar any law-abiding and 
law-conforming organization from 
the opportunities to buy, if they 
care to, space to tell their story in 
their own way and with the value 
that comes from emphasis and 


Compiles Movie Rates | 


The London office of J. Walter | 
Thompson Company is compiling 
lists of the British movie houses 
and their rates for advertising on | 
the screen. Almost all houses are) 
now open, with 2,500 functioning | 
normally, the agency reports. 


Hawley Liquidated 

Hawley Advertising Company, 95 | 
Madison Avenue, New York, has | 
gone out of business and is now | 
being liquidated. 


is trustee in liquidation. 


WHAI Names McGillvra 


Station WHAI, Greenfield, Mass., 


Gillvra as national representative. 


repetition.” 


Pennsylvania Plans 
Two Separate Campaigns 


Education of motorists and pedes- 
trians in the elements of highway 
safety and the promotion of tourist 
traffic within the state are the aims 
of two campaigns to be conducted 
by the State of FPennsylvania in 
1940. 

Newspapers, outdoor posters, 
radio and motion pictures will be 
used in the drive against accidents, 
and national magazines and news- 
papers in neighboring states will 
be used to attract tourists. The 
Philadelphia office of Al Paul Lef- 
ton Company is in charge. 


Issues “Bazaar” 


Shoppers Bazaar has made its 
debut in Chicago, with headquarters 
at 340 W. Huron street. The pub- 
lication will be issued fortnightly. 
N. G. Strathun is editor. 


EDWARD PETRY & CO., Inc. 
National Representative 


Pal 


| 
| 


has appointed Joseph Hershey Mc- | 


Publisher All Set 
to Protect Men 
Called to Colors 


Portland, Me., Nov. 1.—The Gan- 
nett Publishing Company, publisher 
of the Portland Evening Express 
and Press-Herald, as well as other 
newspapers in Maine, has formally 


assured its employes in all depart-_ 


ments that their jobs wiil await 
their return in the event they are 


W. H. Meyer, Ho-Ho-Kus., N. J.,| called for service with the coun- 


try’s armed forces in a_ national 
| emergency. 
| The announcement, signed by 


|Guy P. Gannett, president, said: 
| “The Gannett Publishing Com- 
pany, without qualification, stands 


| allowed 


| : ~ 
P . | ° 
firmly behind the newly established | employe who serves his country jg 


policy of the United States and 
Maine governments to strengthen 
the armed forces of the American 
people. In support of this policy, 
the company is glad to make the 
following announcement: 

“Any Gannett employe who en- 
lists in the National Guard, in the 
Naval Reserves, or in the Marine 
Reserves in peace time, is assured 
by this company that it will pursue 
the policy in which it always has 
believed: i. e., that its employes be 
and be encouraged to 
attend any mobilization, for what- 
ever purposes, which the best inter- 
ests of America and Maine require. 

“In the event of war and a gen- 
eral 
forces of the United States, 


Ae 


ee 


hereby assured that the Gannet 
Publishing Company, Inc., will be 
proud to offer him re-employmen; 
upon his return.” 


‘To Standard Statistics 


John V. Hughes, formerly promo. 
tion and sales manager of the New 
York News Bureau Association, has 
joined the advertising and sales 
promotion department of Standarg 
Statistics Company, New York. 


One for Close 


The Independent, Stockton, Calif, 
has appointed George D. Close, Inc. 


San Francisco, as national adver. 
| tising representative. E. P. Gosling 


mobilization of the armed | has been named general manage; 
any ‘of the Independent. 
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ent grand jury investigation,’ Mr. 
McCall said. 

“If any member and publisher 
has knowledge of the use of im- 
| proper methods or of misconduct in 
the designation of any newspaper 
for publication of the county tax 
. 88 _| notice, I recommend strongly that 
dent of the Michigan et a | such information be conveyed im- 
ciaticn, called on members of that | diately to Circuit Judge Leland 

up today to cooperate with the y “agen 
er h , W. Carr, Ingham county, Lansing. 
investigation here of the alleged : 

f of 1938 and 1939 tax sale As reported in ADVERTISING AGE 
thert | last week, Judge Carr is investigat- 


advertising funds. | 
“Although no newspapers which| ing charges that approximately 


Aids Probe of 
State Copy Fund 


Lansing, Mich., Nov. 2.—Romaine 
McCall, publisher of the Gratiot 
County Herald at Ithaca, and presi- 


Association have been involved to| were stolen. Attorney 
date in charges relative to 1938 and | Thomas Read made the charges and 
1939 tax sales, the state newspaper | asked for the probe which is now 
association, comprising 40 daily and | under way. 


You demand it in your salesmen... why 
not in a magazine? 


I know one magazine in which Editor 
and Advertiser join forces around that 
human urge. They both agree that readers 
like best the features and fiction that are 
angled through people... that have the 
personal touch! 

Human asa hand clasp... timely as to- 
morrow ... it’s no wonder The American 
Magazine rates number one with so many 
up-and-coming folks who want to get 
around ... to see and go and do. People 
whose pulses are quickened . . . whose 


purses are opened ... by this magazine's 


ee | ; | 
| 266 weekly papers, wishes to coop- 
Newspaper Group erate in every way with the pres- 


are members of the Michigan Press $80,000 in state advertising funds | 
General | 


‘Anonymous’ Bank 
Copy Supports 
Local Auto Dealer 


San Francisco, Nov. 1.—Addi- 
tional evidence of the increasing 
interest shown by banks in automo- 
bile financing promotion has been 
revealed here in the campaign re- 


fornia National Bank. 
Institutional in nature, this news- 
paper drive involves insertions in 
automotive sections without read- 
ers being aware that the bank is 
the actual sponsor. Copy appears 
above the signature of the North- 
ern California Motor Car Dealers 
Association. It urges readers to 


human appeal! 


cently Jaunched by the Anglo Cali- | 


finance cars through their local 
dealers, get service through them, 
and in general count on the local 
men to serve them at savings in 
everything automotive. Format is 
a single column ten inches deep. 

Berkeley Neustadt, vice-president 
of the bank, originated the idea, and 
copy is being placed by McCann- 
Erickson. 


Joins “Hardware World” 


M. E. Wyckoff has been ap- 
pointed president and general man- 


'ager of Hardware World, San Fran- 


cisco, succeeding T. M. Shearman. 
John Nichols, formerly with Popu- 
lar Science Publishing Company, 
New York, has been appointed 
Eastern representative. 


LETS CE PERSOWAL 


.. (SAV WTS THE HUMAN TOUCH THAT SELLS /” 


Every four weeks these people express 
their opinion of The American Magazine 
by spending five nickels each for 2,200,000 
copies. That action tells you buyers of 
advertising plenty about how much they 
want it... how thoroughly they read it... 
tells you even more about the state of their 
budgets and their ability to buy. For quick, 
traceable results . . . add them to your 


audience! 


MEAT GUARANTEED 


TODAY 


PENN FRUIT CO. INSTITUTES THE 
MOST PROGRESSIVE SERVICE IN 


"| MONEY-BACK GUARANTEE 
| ON ALL OUR MEATS! 


For ten months Penn Frua Company hes been developung this 
darmng new meat reteding program & program that would anure 
ovr customers Roasts and Steet: of “Neve: lasing tenderness and 
Hever EVERY Time 


» wal 


Te bring thi dream inte being Penn Fruit men hed to creste 

on emaning sew bund of service 1 meant lerreechng mmpreve 

ments im methods of handing and retehng meat improved «sys 

} of dong things all the way down the line But © hee been 

4 worthwhile Today we ere able te pul on every meet purchare 
that leeves eur counters « «utter Cusrantee of 


COMPLETE SATISFACTION 


j 


' 

Penn Fruit Company, super market op- 
| erator in Philadelphia, used newspaper 
copy to announce that the “unused 
portion” of any unsatisfactory meat sold 
by them could be returned for a refund. 


Is Spud Offer in 
New Cash Contest 


New York, Nov. 2.—Supplement- 
ing the new magazine campaign for 
Spud cigarettes which got under 
way several weeks ago, Axton- 
Fisher Tobacco Company has 
launched test copy in three Eastern 
cities to promote a contest which is 
novel in that those participating 
can express themselves as either 
“for or agin” the product. 

Titled a “yes or no contest,” copy 
| appearing in Hartford, Conn., 
Scranton, Pa., and Wheeling, W. 
Va., newspapers invites contestants 
to write 25 words or less telling why 
‘they smoke Spuds or why not. 
| Seventeen cash prizes, ranging up 
| to first award of $100, are offered. 


| Okay Multiple Entries 


Copy points out “One reason for 
,running this contest is to induce 
you to try Spud cigarettes at this 
time and compare them with all 
| others.” Contestants are permitted 
'to make as many entries as they 
| wish, providing each is accompa- 
| nied by a package wrapper. 

Separate contests are being con- 
' ducted in each of the three cities. 

It is pointed out that “You've got 

'a good chance to win because this 
isn’t a national contest.” The pro- 
motion will last until Nov. 15, and 
| its success or failure will determine 
whether the idea is to be used on 
« wider scale. 

The national magazine phase of 
Spud promotion which began last 
month embraces The American 
| Weekly, Collier’s, Cosmopolitan, 
| Life, The Saturday Evening Post 
and Time. Copy emphasizes that 
| Spuds have “just the right amount 
of menthol to accent the real to- 
bacco flavor.” Lawrence C. Gum- 
| binner, New York, is the agency. 


‘Budd Returns 


| Richard M. Budd has been named 
|} manager of the Los Angeles office 
of Pacific Railway Advertising Com- 
/pany. He was formerly Pacific 
| Coast sales manager, but left to 
| join Wilding Pictures Corporation 
and was later with San Francisco 
Chamber of Commerce. 
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No change in programming or 
policy. Better service to Met- 
ropolitan New York including 
its 6,982,635 foreign citizens 
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Voice of the Advertiser 


f. This department is a reader’s forum. Letters are welcome. 


IT WAS DONE TO SAVE TIME 


Liberal Education 

To the Editor: Time becomes a | 
pretty important factor to a young | 
fellow when he publishes football 
program-magazines for six colleges 
and goes to college himself. The 
enclosed, then, is what happened 
when I attempted to save some of 
that precious time by permitting my 
printers to switch a few advertise- 
ments and run a book off without 
my final okay. 

Those two kids made for many a 
chuckle amongst the alumni and 
fans of the college in whose pro- 
gram-magazine this accidental lay- 
out appeared. 


Ye Ye 
RESERVES 


A football team’s strength lies in its reserves. 


YOUR security is in the reserves you set aside 


GILBERT SIMON, 
Paterson, N. J. | 


against unforeseen emergencies. 


ORANGE SAVINGS BANK 


v 7. 
Justifiable Pride | 290 Main Street 
To the Editor: The Scarsdale| Orange New Jersey 


ieee, Welsh - as et 2 We Ee) OO el ee 
is the only newspaper in the coun- 
try entirely owned and staffed by 
women, has just celebrated its 20th 
anniversary with a_ special issue | vertising without 
(sent you under separate cover), a specific cases. 
day of observance at the Scarsdale 
Woman's Club, and a_ righteous 
sense of accomplishment. The last 
is derived from 20 years of opera- 
tion in the black through uphill and 
cown dale economic conditions. 

The Scarsdale Inquirer was pur- 
chased originally for one dollar and 
today owns its $50,000 home. Yet 
it was started by a group of women 
as a service to the community and 
has maintained that primary objec- | brief period that it would be fool- 
tive. hardy to boast about it. 

The Inquirer is also something of| In Detroit, the up-and-coming 
a war baby. Peace in 1918 found| Ekhardt & Becker Brewing Com- 
the women of Scarsdale on a basis} pany has just kicked over the 
of war-time organization. To use| traces and caused consternation in 
the energy no longer required for | the ranks of its competitors. 
war work, they undertook the busi- E. & B. has been an important 
ness of publishing. Today it has| factor in Michigan brewing circles 
300 women owners—the members| since its organization in 1873. Re- 
of the Scarsdale Woman's Club organized after prohibition’s repeal, 
has won an NEA award as best all| it gave indications of renewed ag- 
around weekly and has been able | gressiveness when it introduced the 
to maintain a truly non-partisan | “steinie’ bottle in Detroit in 1936. 
local government in a community|In October, 1938, it announced 
of 13,500, which in national elec-| that, henceforth, its product would 
tions is overwhelmingly Republican | be brewed by the Kraeusen process. 
in its vote. Kraeusened beer differs from or- 

The history of the Inquirer is|dinary beer in the essential fact 
related in one of the stories of the | that it 
special supplement. The leaflet I | stead of one, with resulting natural, 


getting down 
Two considerations 


tancy to bring beer’s most potent 
selling argument into the open. The 
first is that the breweries 
hope that by intimation the 
sumer will give beer credit for a 
greater period of aging than the 
brewer could possibly do in actu- 
ality. This brings up the second 
factor, namely, that the vast ma- 
jority of beers are aged for such a 


These two lads, victims of accidental make-up, found their feminine ad-companion 
rather intriguing. 


to} and similar tools. To carry 


have been responsible for this hesi- | 


Old Gold's amazing 
New “ZIP-TOP”™ Pack 


Opens quick as a wink! 


You get frewv 
Double-Mellow Old Gold. 
In a flash! Tr 

Phe “Z1P.TOP™ Pack + 


0.6.'s new “ZIP -TOP” pack 
FRESH Cigarettes in a FLASH! 


\e | , 


4 


Now DOUBLE = CELLOPHANE" 
opens DOUBLE OUICK 2 Jackets sliced in ] ZIP! 


these | 
items in a bulky package and spread | 
them out on a buyer’s desk has} 


never appealed very much to buy- 


fondly | 


con- | 


| 


is fermented two times in- | : 
car. He has 


enclose with this letter gives addi- | instead of mechanical, carbonation. | 


tional information. 
Mrs. G. A. TUCKER. 
President, The Scarsdale li- 
quirer, Scarsdale, N. Y 


|On the strength of this Kraeusened 
| beer, Ekhardt & Becker's 
| zoomed upwards, showed one of 
lthe largest gains of Michigan’s 39 
| operating breweries. 


sales 


a | Going into its second year using 

Brewer Speaks Out the Kraeusen Process, Ekhardt & 
. | Becker this week scored two more 

on Hushed Subject | “firsts” on its competing breweries. 
To the Editor: Few breweries! No Michigan brewery had over- 


have dared to be definite about the |come the squeamishness regarding 
age of their product Practically | the age of its product, when sud- 
all have stressed aging in their ad- 


fall campaign with the announce- 
ment that E and B Special Kraeu- 
sened beer and “93 days of aged 
mellow-goodness in every bottle!” 
Not content with this single 
bombshell, the “aged” beer came 
cut with 
label to score a second direct hit. 
Heavy use of space in Detroit's 
morning and 
}papers and in key 
throughout the state carried the “93 
| days” message. A state-wide out- 


——EEEE . _ 


ih 


WITH DAYS 


of AGED MELLOW. GOODNESS 
IN EVERY BOTTLE! 


one or § REASONS WHY 


S&B SPECIAL Date door poster showing, street car and 
4 the Top-Lcaruny Boor Thus Yous | bus curds in Detroit, a_ litho- 


| graphed point-of-sale display and a 


H. W. Roru, 
Brindley-Roth, Inc., Detroit 
'¢ 


| Salesman Solves 
A Tough Problem 


denly Ekhardt & Becker “broke” its | 


} consent to go 


| 


ers. They always found plenty of 
excuses to keep the roll of tools 
from being unfurled. 

William G. Hubbard, one of our 
salesmen, ambitious to increase his | 
sales, came to the management with 
a suggestion that sounded good. It | 
was immediately tried out in his! 
territory. 

The idea was to use a Bantam | 
station wagon with inside panels 


permitting full display of our Bern- | 
The 


hard line of tools. tailboard 


| 


vf the car can be dropped and the 
full display is open to view. Mr. 
Hubbard is shown here with his 
found that buyers’ 
interest is aroused and they readily 
into the street to 

examine the display. | 

Sales have thereby been increased 
substantially. 

A. R. HEISE, 

General Manager, Wm. Scholl- 

horn Company, New Haven, 

Conn. 

v v v 


Blames Business 
for Consumer Trends 

To the Editor: We read in this 
office, with a great deal of interest. 


your editorial entitled “Consumer 
Relations Problems,” in your Oct. 


| 23 issue. 


a striking new metallic | 


! 
| 


two afternoon news- | 
newspapers | 


|four-page folder furnished addi- 
|tional strength to the campaign, | 
| which directed by this agency 


| effort 


We believe as you do, that there 
are some groups interested in the 
consumer movement who are of a 
“more sinister character,” but what 
we do not understand is why legiti- 
mate business permits this small 
group to continue to give leader- 


ship to a movement and _ interest 
which, if properly directed, could 
be a great asset rather than a 


liability to business in general. 
Business spends millions of dol- 
lars every year in advertising and 
other forms of promotion to inter- 
est consumers in the products it 
makes, but when consumers, as 
individuals and in groups, make an 
to acquaint themselves with 


the intrinsic merits of the products 


To the Editor: The problem of! 
lattracting attention and getting 
buyers to look over sample tools 
has been solved by this company 
in a rather unique manner. Per- 

a | hap ome of your readers will find 

something in our experience that 

Ekhardt & Becker Brewing Company, | will help them in similar problems 

Detroit, believes it's the first to advertise We manufacture a complete line 
the actual age of its well known brew ‘ 


of pli unches, nippers, pruners 


advertised, business does not offe1 
the degree of cooperation that 
might be reasonably expected. 


Manufacturers and merchandisers 
might, as you say in your editorial, 
“realize that the consumer is enti- 
tled to complete product informa- 
tion, that misstatements of quality 
should be eliminated, . and that 
labeling and advertising should 


serve the purpose of informing the 
user as well as stimulating sales,” 


| sized repeatedly in the public state- 
|ments of consumer leaders. 


| day 


/tunity to hide behind honest con- 


| honest criticism about the products 
| they buy. 


November 6, 1935 


——— ——— — 
a 


but we would like to find some of| Tryst Copy Off 
these manufacturers who are ready | 
to carry that belief into practice. the Beaten Path 

It seems to us that these manu-| To the Editor: Here is a prog; 
facturers are attemping to meet the|of current newspaper advertis. 
consumer movement in every way,|ing of our client, Fidelity-Phjj,_ 
with the exception of the simple ——— : 
method of giving complete facts 
about the products they have to 
sell. Giving the consumer the 
facts may seem like an over-sim- 
plification of the issue, but our 
experience with consumer leaders 
and consumer groups leads us to 
the conviction that this simple pro- 
cedure would turn many of the 
present critics of business into firm 
and loyal friends. 

The fact that business is not 
offering sufficient facts is empha- 


Only 
a few nights ago, Mrs. Saidie Orr 
Dunbar stressed again this point in 
her speech before the National | 
Consumer - Retailer Council, in 
which she said: 

“Our concern with advertising is | 
rot so much a matter of truth or 
untruth; there are in existence to- 
plenty of laws and _ policing 
agencies to deal with this problem. 
It is a matter of lack of truths, half 


truths, and implied truths, which| .. nell 

do not help us to buy intelligently.” PIDELITY-PHILADELPHIA TRUST Compayy 
In this opinion, Mrs. Dunbar, 133 South lraed Street 

who you know is president of the estesonehiarepetonemerdeiriratlbearm nets cee Soh cn nm ee 

General Federation of Women’s | 


delphia Trust Company. It is a 
unusual example, I believe, of trust 
}company advertising, and it has 
certainly made itself felt. 
: JEROME B. GRay, 
Jerome B. Gray & Co., Phila- 


Clubs, is expressing the attitude of 
the great majority of the consumer 
leaders, and the failure of business 
to answer this complaint is the 
cause of most of the criticism of 
business from normal American 


delphia. 
women leaders and teachers, When | ,wg¢ 
business answers this complaint in! 
a satisfactory way, most of the | Cause and Effect ight ad 
present agitation will have  sub- 7 oo © 


this to your “wacky makeup” col- 
lection. 

In a recent issue of one of ow 
newspapers there appeared on th: 
theatrical page a story bearing the 
headline: “ ‘Rain’ Enters Second 
Week at the Belasco.” And right 
next to it was an advertisement fo 
Carpenter Roof Company which had 
|as its main head: “Leaky Roofs 
Saved.” 


sided. What will then remain will 
be very easily handled because the | 
true color and purposes of the re- 
mainder will readily be seen, for 
there will no longer be the oppor- 


sumers offering what they think is | 


CLARK GAVIN, 
Managing Editor, The Ameri- 
can Consumer, New York. j 


MILTON FEINBERG, 
Los Angeles. 
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Wrigley Renews 
Daily and Weekly 
Radio Programs 


New York, Nov. 2.—Wm. Wrigley, 
Jr. Company this week renewed 
contracts for its two radio pro- 
grams, “Scattergood Baines,” a daily 
serial aired over 72 stations from 
5:45 to 6 p. m., and “Gateway to 
Hollywood,” a Sunday offering 
heard over 62 stations from 6:30 to 
7 p. m. Both are Columbia Broad- 
casting System shows. Frances 
Hooper Advertising Agency is in 
charge of the weekly program and 
Neiser-Meyerhoff of the daily serial. 


P & G Revises Schedule 


Continuing to reshuffle its radio 
fare, Procter & Gamble Company 
will extend the station list of three 
shows on Nov. 13, when two of the 
programs will also exchange times. 
“Midstream,” now heard daily from 
11:30 to 11:45 a. m. over 39 sta- 
tions of the Red network of Na- 
tional Broadcasting Company, will 
be aired also over nine Blue net- 
work outlets. H. W. Kastor & Sons 
Advertising Company is the agency. 

“Road of Life,” a Chipso show 
heard over 25 CBS stations at 1:30 
p. m., will be broadcast a quarter- 
hour later and gain 14 new outlets. 
Commercials, prepared by Pedlar & 
Ryan, will be divided between Chip- 
so and Oxydol. “This Day Is Ours,” 
a Crisco program through Comp- 
ton Advertising which is now heard 
over 37 CBS stations at 1:45 p. m., 
will be advanced a quarter-hour 
and ten outlets added. 


Starts Daytime Series 


Chamberlain Laboratories, Inc., 
will launch a new show for its hand 
lotion on Nov 19, employing 15 
Midwestern CBS stations. Time has 
been set for 2:30 to 2:55 p. m. on 
Sunday but talent is undetermined. 
The agency is L. W. Ramsey Com- 
pany. 


It’s Ed McConnell Again 


Air Conditioning Training Cor- 
poration, a new graduate from the 
spot radio ranks, has begun spon- 
sorship of Smilin’ Ed McConnell 
over 26 NBC Blue stations. The 
program, the third featuring the 
same artist, is heard from 10:45 to 
ll a.m. on Sunday. Weill & Wil- 
kins is the agency. 


Johnson Advanced 


H. A. Johnson has been appointed 
national advertising manager of 
Madison Newspapers, Madison, Wis., 
succeeding A. C. Nequette, who has 
joined the Beloit Daily News. Mr. 
Johnson has been with the Madi- 
son Newspapers since 1927. 


Gets Econo Burner 

Eastern Engineering Company, 
Springfield, Mass., has named Wil- 
son & Haight, Hartford, Conn., to 
handle advertising of its Econo gas 
conversion burner for house heat- 
ing. Industrial publications and 
direct mail will be used. 


G-F Names Gibson 

Edwin T. Gibson, for the past six 
years in charge of Birds Eye busi- 
ness, has been elected a vice-presi- 
dent of General Foods Corporation, 
New York. He will continue as 
president of the General Foods sub- 
sidiary, Frosted Foods Sales Com- 
pany. 


McJunkin Expands 

McJunkin Advertising Company 
has moved into larger quarters on 
the 13th floor of the building it has 
been occupying at 228 N. LaSalle 
street, Chicago. 


To Moore & Hamm 


The Peninsula House, Seabright, 
N. J., has appointed Moore & Hamm, 
New York, to direct its account. 


“Burial Supply” to 
Be Issued Monthly 


The American Burial Supply 
Journal, only two issues of which 
are being published this year, will 
be issued monthly beginning in 
February issue. 

O. J. Willoughby, Atlanta, is pub- 
lisher of the magazine, devoted to 
the manufacture and wholesaling of 
funeral merchandise, equipment, 
supplies and essential raw mate- 
rials. The base page rate will be 
$80. 


Joins Warwick & Legler 


Tevis Huhn, formerly a produc- 
tion director of Columbia Broad- 
casting System, has joined the radio 
department of Warwick & Legler, 
New York. 


“Beauty Supplier” Bows 
Editorial Service Company, Mil- 
waukee, has started publication of 
Beauty and Barber Shop Supplier, 
a monthly business paper. . David 


K. Steenbergh is publisher and 
Eldon Roesler, advertising manager. 


Esty in Hollywood 

William Esty & Co., New York, 
has opened a Hollywood office at 
9010 Sunset blvd., to service the 
Camel cigarette and Hinds Honey 
and Almond cream accounts. Joseph 
Donahue is in charge. 


New Rates for KNX 


Columbia Broadcasting System 
has issued a new rate card for Sta- 
tion KNX, Los Angeles. 


Cited for New 
Poster Process 


Forbes Lithograph Mfg. Company, 
Boston, has been presented with a 
merit award by the Associated In- 
dustries of Massachusetts, in recog- 
nition of the development of the 
Sebrof process of poster and dis- 
play reproduction. 

The all- photographic technique 
also won for Forbes a citation by 
the Engineering Societies of New 
England earlier this year. 


Badger to L&T 


E. H. Badger has been appointed 
manager of the newly created press 
relations department of Lord & 
Thomas, Los Angeles. He was for- 
merly advertising manager of Union 
Oil Company of California. 


NR ———————— 


$317,295,000.00 
RETAIL SALES 


in the 


Memphis Market 


Bigger than the combined 
retail sales of 

NEVADA 

IDAHO 


NEW MEXICO! 


BIG 
COTTON 


CROP! 
NBC WM C 5000 Watts Day 
RED 1000 Watts Night 


Memphis 
Owned and Operated by 


THE COMMERCIAL APPEAL 


National Represestative: The Branham Company 


That’s Mr. MeGivena’s 
We like the 


word “influence.” 


defini- 
tion. choice of the 

The people who influence us the 
most are our friends or those whom 
we wholesomely respect. A sugges- 
tion from one of them that we try a 
kind of 


would probably influence our pur- 


certain new toothpaste 


chase on the next trip to the drug 
store. The same suggestion, com- 
ing from a casual acquaintance who 
didn’t share our confidence, would 
little 


some ads we've seen. 


probably get as results as 


®¢ 
% 


We believe this same attitude is 
the basis of productive newspaper 
advertising. If the newspaper itself 
doesn’t carry the confidence and re- 
spect of its readers, what chance has 
the advertiser's copy to influence‘ 
But if the newspaper does carry the 
confidence and respect of its read- 
ers, then the advertiser’s copy is like 


a suggestion from an old friend. 


, 


THE 


That’s why the Chicago TIMES 
is such a good advertising buy. Its 
365,000 daily readers are friendly 
readers, loyal readers. ‘They have 
demonstrated time and again their 
confidence in and respect for its 
editorial word. 

It’s no wonder that good adver- 
tising copy in the Chicago TIMES 
influences buying to such a large 
degree. 


fecal) ‘TIMES 


CHICAGO'S PICTURE NEWSPAPER 


NATIONAL REPRESENTATIVES 
SAWYER -FERGUSON-WALKER CO. 


NEW YORK 


DETROIT 


CHICAGO 
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Special Edition 
Marks 175th Year of 
‘Hartford Courant’ 


| 

Hartford, Conn., Nov. 2.— The}! 
Hartford Courant celebrated its 
position as the oldest regularly pub- 
lished newspaper in the country 
with publication Sunday of its 175th 
anniversary edition. The _ special 
edition included 226 pages in nine 
sections, one of them being a 
staple-bound rotogravure insert of 
more than 100 pages. 

Both advertisers and editorial de- 
partments of the newspaper cooper- 
ated in this special section in the 
use of “before and after’ pictures 


OFFERS PACKAGING MEDIUM FOR NEWSPAPERS 


Newspaper Service Corporation, Houston, Tex., 


the Houston Chronicle. 


Drive for Terry Mints 


‘Newskover,” 


has introduced the ' 
a tough, water-repellent stock which now houses city carrier delivered editions of 


Space is offered to local and national advertisers. 


| Pegasus Club to Gans 


Paul Cherington Joins 
‘Management Consultant 


Paul T. Cherington, marketing 
authority, 
partner in McKinsey & Co., 
York, management consultant. 

Mr. Cherington was on the fac- 
ulty of the Harvard Graduate 
School of Business Administration 
for 11 years until 1919 when he 
became secretary of National Asso- 
ciation of Wool Manufacturers. In 
1923 he became director of re- 


New 


Stanford University, and in 1931 
became an independent consultant 
'on marketing, pricing policies and 
| distribution. 


Johnson Named 

D. C. Johnson, Times-News, Burl- 
ington, N. C., has been elected presi- | 
dent of Mid- Atlantic Circulation 
Managers’ Association. E. C. Lugar, 


has become a_ general | 


search of J. Walter Thompson Com- | 
pany and professor of marketing at. 


—_——— 


Bott Joins Promotion 
Staff of “True Story” 


Leo P. Bott, Jr., formerly an ae. 
count executive with Donahue 4 
Coe, New York, has joined Try 
| Story, New York, as assistant pro. 
'motion manager, succeeding Ernest 
Anderson, resigned. 

Before joining the New Yor; 
agency, Mr. Bott was with Harvey. 
_Massengale Company, Atlanta, for 
three years as an account execy. 
tive. For 18 years he owned ang 
operated the Bott Advertising 
Agency, Little Rock. 


To Glass Association 


| Frederick E. Wester has been ap. 
pointed New York merchandising 
| manager of the Glass Container As. 
| sociation of America. He was for- 
| merly with Pedlar & Ryan and 
| Batten, Barton, Durstin Durstine & Osborn 


Terry Candy Company, Elizabeth,| Pegasus Club, Rockleigh, N. J., 
N. J., will use business papers to|has appointed Gans Advertising 
promote Terry Thin mints, patties | Agency, Newark, to handle its ad- 
vertising. Newspapers, magazines 
and radio will be used. 


to show the changes wrought 

through the passing of the years. 
First issued in 1764, the Courant 

was a weekly for 73 years. Its 


and after dinner mints. W. I. Tracy, 
New York, 


Inc., directs the account. 


Roanoke World-News, is first vice- Fruits to Erwin, Wasey 


president; Alfred B. Owens, Jr. >| Florida Citrus Exchange, Tampa, 
Columbia Record, second vice- presi- | has appointed Erwin, Wasey & Co, 
dent: and Will X. Coley, Raleigh! New York, to direct advertising of 


founder was Thomas Green, an am- 
bitious gentleman of 32, whose sa- 
gacity wasn’t limited to the paper’s 
editorial department. An early ex- 
ample of the merchandising coop- 
eration much discussed now appears 
in the fact that Publisher Green got 
Abraham Beach, a store owner with 
literary talents, to write the pros- 
pectus for the first issue. In return, 
Mr. Green became the first user of 
the advertising columns—free. 

On Sept. 12, 1837, the paper be- 
came a daily. In the entire span of | 
its life, it has never missed an edi- 
tion, a record believed unequalled | 
by any other newspaper in the | 
United States. The Sunday Courant | 
was established in 1913. 

It entered the twentieth century | 
with Gen. Joseph R. Hawley as} 
president and publisher. In March, | 
1905, Charles Hopkins Clark be-| 
came president, publisher and edi- | 
tor, holding all three posts until his | 
death in 1926. Henry H. Conland, | 
associated with the paper since 1904, | 
then became president. His present 
title is publisher and business man- | 
ager. A. B. Lincoln is national ad- | 
vertising manager 


CENTENNIAL EDITION FOR 
“BELLEVILLE ADVOCATE’ 


Belleville, Ill., Nov. 1.—The Belle- 
ville Daily Advocate, the first daily 
in the state, published its centennial 
edition last week. 

Founded largely through the ef- 
forts of Abraham Lincoln, the Ad- 
vocate is now headed by a woman, 
Mrs. F. E. Evans, widow of its 
former managing editor. 

Coincident with the appearance of 
the centennial edition was the rec- 
ognition accorded Mrs. Evans at the 
recent convention of the Inland 
Daily Press Association in Chicago. 
The convention devoted much time 
to honoring women executives of 
the profession and Mrs. Evans, as 
president of the paper celebrating 
its 100th year, was cited as particu- 
larly exemplifying the part women 
have had in American journalism. 

Associated with Mrs. Evans in 
management of the Advocate are 
Miss Anna L. Stolle, general man- 
ager since 1936, and Mrs. Woodford 
W. Evans, vice-president. Clarence 
J. Keller has been managing editor | 


and business manager since 1936 | 
M. H. Parres is advertising man-| 
ager. 


Morris Joins CBS 


Steele Morris, formerly with Lord | 
& Thomas, Los Angeles, has joined 


HUNDRED MILLION DOLLAR MARKET 


through its coverage of wholesalers and re- 
tailers who sell seed and other horticultural 
and agricultural items to 41,000,000 farmer 
and suburbanite customers. 

We will gladly give you an analysis of this 
field as it applies to your business. 


SEED WORLD 


Published every other Friday 
223 W. Jackson Blvd. 


Chicago, IH. | 
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TOW ERING 


location... 


improvement in Bla 


718 feet into the air. 
only & miles from Pittsburgh . . 


x 


NBC 


‘a 
al the sales promotion department of | 1M 
the Columbia Pacific network, Los | — 
Angeles. Talk 
Eng. 
meas 
ee . 
, SEED INDUSTRY PROSPERS Blu 
Reader survey shows Seed World | move 
offers advertisers an annual door. 


ADK 1's new antenna 
. providing a vast 


Network service. 


Advertising Man: 


News-Observer, talneticdiiniannceds | Florigold and Seald-Sweet fruits. 


: AMERICA’S LOWEST COST 


Now Gives 


What's the big 


idea of taking me up here? Ive seen 
this view of Pittsburgh before. 


But 


Engineer: Sure you have. 


not the Millivolt Way. 


-¢ Humph! Don’t be an engineer. 
American. 

: Well. millivolts are the way we 
ure radio reception. Now that 
Network Station KDA A has been 


‘d right up to Pittsburgh's front 


millivolts in your language means 


increased sales for your clients. 
A. M.: 


ican and tell me why. 


Sounds good. Talk more Amer- 


Eng.: 


page and you'll see how tremendous! 
K DKA’s service is improved in Pitts 


burgh. 

A, M.: Swell! But how high have rate 
gone? 

Eng.: They're exactly the same ® 


they were. Just one more of the things 
the Blue an outstanding 


that make 
advertising buy. 


A. M.: Sort of a bonus to advertiser 


eh? 

Eng.: Bonus is right. 
makes the Blue 
buy in the country! 


Look at the map on opposite 


The kind that 


the best advertising 
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Forum Section 
Crowded with 
Institutional Copy 


New York, Nov. 1.— Providing 
the proof, as one expert put it, that | 
industry is speaking its mind more | 
jore intelligently, the advertis- | 
ing in the forum section of Sun-| 
day's New York Herald Tribune was | 
as distinguished as the editorial | 
content which surrounded it. The | 
topic of this year’s three-day forum | 
on current problems at the Wal-| 
dorf-Astoria was “The Challenge to 
Civilization,” and 64 authorities in 
their respective fields contributed. 
Since the forum edition is dis- 
tributed to governors, congressmen 
and business leaders, many adver- 
tisers use it for special institutional 
messages. 

The National Association of 
Manufacturers used a full page in 
the 60-page section to reiterate its 
conviction that “American indus- 


and 1 


DISTILLER IN EXPANDED DRIVE 


Glenmore Distilleries Company, Louisville, made its debut recently in outdoor 
advertising with this spectacular in Chicago. 
erected in Kansas City, with other locations to follow. 

represents an expansion of the company's appropriation. 


Company is 


your baby.” It used large space to) 


| show a somewhat similar scene with | 


The illuminated bulletin is being 
Addition of outdoor 

D'Arcy Advertising 
the agency. 


| 
= | 


try is opposed to war.” L. Bam- 
berger & Co. told the fascinating 
story of a city without a store of 
any kind. Consolidated Edison 
Company proudly presented a pic- 
ture of its boss in a full page— 


Mrs. Housewife and her two young- | 
sters. 


Aluminum Company of America | M 


perhaps had in mind the recent 
copy of Peaceways, Inc., “Condol- 


| “Little man, you’ve been born into! 


an entirely different headline: 


a wonderful world.” 

General Foods Corporation also | 
seized the opportunity to report to| 
its master, the American family, on | 
“what we're doing for the con- 
sumer, for our employes, for the 
retailer and for the investor.” Great 
Atlantic & Pacific Tea Company | 
stated its concept of the distribution | 
function. Corning Glass Works 
stopped talking about the things it 
makes out of glass to tell of the 
25,000 glass formulas it has on tap. 
And so the list went, with adver- 


| tisers proving that they have a vital 


story to tell and the words with 


| which to tell it. 


Lenape Names Vladimir 


Lenape Aircraft & Motors, Inc., 
atawan, N. J., has appointed Irwin 
Vladimir & Co., New York, to direct 
its account. J. E. Donnelly is ac- 


ences, gentle lady, on the birth of | count executive. 


State Rights on 


Trade Laws Upheld 


by Michigan Chief 

Lansing, Mich., Nov. 2.—‘Within 
the limits of fair and reasonable 
regulation, the state, and the office 
of the attorney general, have a di- 
rect interest and duty in maintain- 
ing fair standards of trade.” Thus 
did Attorney General Thomas Read 
defend regulation designed to com- 
bat unfair competition in a recent 
address before the Central Michigan 
Gasoline Retail Dealers’ Association 
here. 

“The American ideal of govern- 
ment does not stand for regimenta- 
tion, but it does stand for regula- 
tion, wherever it is needed,” Mr. 
Read declared. “If we look over 
our state government, we find that 
an increasing number of businesses, 
trades and professions are demand- 
ing regulation, so that the fair, eth- 
ical members of a group may be 
protected against cut-throat, merci- 
less competition which recognizes 
no standards of decency. Such regu- 


| lation, if sanely administered, has 


as its chief virtue the fact that it 
protects the public as well. 
“Merchandise dishonestly priced 
and dishonestly marketed does not 
benefit the consumer. Usually it 
defrauds him. And worse than 
that, it is usually produced and 
distributed under conditions which 
penalize workmen and_ thereby 


NATIONAL ADVERTISING MEDIUM 


Advertisers still 


This “plus” in Pittsburgh is possible be- 


oe 


| Of MORE Importance to Advertisers... 


another Bonus! 


Improved coverage in Pittsburgh! That’s the newest bonus 
for advertisers on the NBC Blue Network! 


cause the transmitter of Blue Station 


KDK A has been moved closer 


city. Previously 26 miles away, it is now 
only 8 miles out-of-town. Map at right 


illustrates coverage improvement. 


This news from Pittsburgh is 


tant. of course. But even more 


tant to advertisers is the fact that the 


Blue Network is making radical c 


in other cities, too .. 


tisers bonus after bonus ... ever and 


. offering adver- 


to the 


impor- 


impor- 


anges 
hanges 


tisers 


potent advertising force 


Figure it out for yourself 


at no extra 


cost to you! 

70% of last year’s Blue Network ad- 
vertisers have come back this year for 
more. 15 new sponsors have chosen the 
Blue. All are canny, experienced adver- 
and they have picked the Blue 
because it has conclusively proved itself 
the lowest cost national advertising me- 


dium reaching into American homes! 


Coverage Where It Counts 


and see if you 


always making the Blue a greater ad- 
vertising value. 

Only a few months ago the coverage 
of Blue Station KECA in Los Angeles 
was greatly increased. In months to 
come, the Blue will announce still more 
bonuses to advertisers 
technical improvements that will “up” 
‘overage inothercitieson the network. 


“Extras” for You—At No Extra Cost 


lt is such things as these that highlight 


NATIONAL BROADCASTING COMPANY - 


in the form of 


Dotted line on this map indicates KDK A’s former 
25 millivolt coverage in Pittsburgh. Solid line indi- 
cates new coverage, which not only takes in old terri- 
tory shown on map but much more as well. How great 
an improvement has been made may be seen from 
the 25 millivolt line which previously covered an area 
containing 89,214 radio homes—now takes in an area 
with 388.800 radio homes! 


the rapidly growing importance of the 
Blue Network to judicious buyers of ad- 
vertising time. Because they re “extras” 


that make the Blue a more and more 


don’t come up with the same answer. 
The Blue provides intensive coverage 
of the important two-thirds of the U.S. 

the “Money Markets” 


bulk of national buying power is con- 


where the 


centrated. And, thanks to the famous 
Blue Discount Plan, it reaches its vast 
audience in these markets at lowest cost 
nationally! Add to this the improve- 
ments in facilities now being made and 
you have America’s greatest advertis- 


the NBC Blue Network! 


ing buy 


BLUE NETWORK 


Cette Bay Pee” 


A RADIO CORPORATION OF AMERICA SERVICE 


lower the standard of living.” 
| 


Sitterley Elected Head 
of “Importers Guide” 


| E. F. Sitterley, formerly vice- 
| president and treasurer, has been 
elected president and publisher of 
J. E. Sitterley & Sons, Inc., New 
York, publisher of Importers Guide. 
He has been with the organization 
for more than 17 years and is the 
elder son of the founder and for- 
mer president, J. E. Sitterley, who 
| was elected chairman of the board 
| of directors. 

C. F. Taylor, former Eastern divi- 
sional advertising manager, has 
been named _. vice-president in 
charge of advertising; C. R. Lucke, 
manager of the Chicago office, was 
made vice-president in charge of 
Midwestern operations, and T. S. 
Sitterley was elected secretary and 
treasurer. 


Hussey Picked 
for Celotex Post 


Celotex Corporation, Chicago, has 
appointed Jack W. Hussey as man- 
ager of gypsum sales. The company 
entered the gypsum field in April 
by acquiring American Gypsum 
Company, Port Clinton, O. 

Mr. Hussey, who joined Celotex 
in 1937, spent 14 years in the build- 
ing materials industry. 


Artwil Names Attorney 


Marvin L. Chase, attorney, has 
been appointed by The Artwil 
Company, Advertising, New York, 
as consultant for its clients on food, 
drug and cosmetic legislation and 
fair trade laws in relation to label- 
ing, advertising and merchandising 
policies. 


Gymer Leaves Agency 

Frederick E. Gymer has resigned 
from Howard & Gymer, Cleveland 
agency, to become advertising man- 
ager of Transfer Files, Inc., Cleve- 
land. 


Statler Names Y&R 


Hotels Statler Company, New 
York, has placed its account with 
Young & Rubicam, New York. J. E. 
Grimm, Jr., vice-president, will 
service the account. 


We congratulate 
the winners and all 
who competed in 
the National Out- 
door Art exhibit. 
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Sorriman Offers 
Bankers a Public 
Relations Formula 


New York, Nov. 1.—If as much 
intelligent thought were given to 
developing better public under- 
standing of the important public 
services performed by Wall Street 
and the banking business as a 
whole, as has been devoted to the 
technical aspects of banking, pop- 
ular misconceptions would be cor- 


rected and future political diffi- 
culties minimized. 
This assertion was made here 


before the New York chapter of the 
Financial Advertisers Association by 
W. Averill Harriman, partner in the 
private banking firm of Brown 
Brothers Harriman & Co., chairman 
of the board of Union Pacific Rail- 
road Company, and chairman of the 
Business Advisory Council for the 
U. S. Department of Commerce. 


Cites Inconsistencies 


In analyzing the reasons why 
Wall Street has been a popular po- 
litical football, Mr. Harriman de- 
clared that “it is not enough to be 
doing a job—it is necessary to have 
people believe that you are.” 

He pointed out, in emphasizing 
the confused thinking which gov- 


————— — —— 


| 
-erns the public attitude toward 


banking, that “bankers were con- 
demned a few years ago for mak- 
ing what were called improvident 
loans, and yet today they are being 
condemned for alleged unwilling- 
ness to lend money.” 

One inherent difficulty, Mr. Har- 
riman observed, is that “the quali- 
ties that make for success as a 
sound banker are so different from 
those that make for success in pub- 
licity that they are not apt to be 
combined in the same individual.” 


“New York News” Offers 
New Distribution Setup 


New York News has instituted a 
circulation ‘“package’’ policy to 
enable national advertisers in the 
daily or Sunday News to run copy 
reaching separate areas. The Sun- 
day edition will be available in five 
sections, including the full run with 
both national and local circulation, 
country circulation only, metropoli- 
tan 
section and Brooklyn section. 

National advertisers in the Sun- 
day News were formerly required 
to use either the full run or the 
country edition. In the daily, only 
the full run was available, whereas 
the Brooklyn and Manhattan sec- 
tions will now be added. New rates 
have been established for all the 
new “packages.” 


circulation only, Manhattan | 


“Advertising & Selling” 


Names 1939 Awards Jury 


William A. Hart, E. I. du Pont de 

Nemours & Co., will serve as chair- 
man of the jury to select the win- 
ners of the 1939 Annual Advertis- 
ing Awards, sponsored by Adver- 
tising & Selling, New York. Mem- 
bers of the jury are: Gordon 
Aymar, Compton Advertising; W. J. 
Donald, National Electrical Manu- 
facturers Association; J. H. S. Ellis, 
| Arthur Kudner; Margaret Fishback, 
|R. H. Macy & Co.; S. H. Giellerup, 
| Marschalk & Pratt; J. J. Hartigan, 
|Campbell-Ewald Company; Henry 
|L. Jones, American Home. 
Others are John H. Platt, Kraft- 
| Phenix Cheese Corporation; Ches- 
iter H. Lang, General Electric 
Company; Ted Patrick, Young & 
Rubicam; James O. Peck, McGraw- 
Hill Publishing Company; Charles 
P. Pelham, Fuller & Smith & Ross; 
Daniel Starch, Daniel Starch & 
Staff; W. W. Wachtel, Calvert Dis- 
tillers Corporation; Roger L. Wen- 
sley, G. M. Basford Company, and 
John P. Young, Armstrong Cork 
Company. 


Grant Advanced 


W. W. Grant has been appointed 
director of marketing research for 
the merchandising division of West- 
inghouse Electric & Mfg. Company, 
Mansfield, O. He was formerly 
|market analyst in the Westinghouse 
'new products division in Pittsburgh. 


WNAX secomes 


Sioux City’s Columbia Station 


and opens its Stoux City Studios 
NAY 


%70 


ON THe 


DIAL 


WNAX is now the ONLY Columbia Station between Minneapolis 
and Denver—between Omaha and the Canadian border. 


WNAX is FIRST among all CBS stations in daytime rural audi- 


ence, 


lars per year. 


Its primary area enjoys retail sales of almost a billion dol- 


With a frequency of 570 k. ¢.—5,000 watts that do the work of 
50,000-—-W NAX delivers a strong signal over this extensive area. 


Now, with all major Columbia programs carried on WNAX—now, 
with many of the country’s most popular daytime shows spotted on 
WNAX regardless of network origination—now, that WNAX has 
studios in Sioux City, natural gateway to this great five-state prairie 
empire—NOW, WNAX looms larger than ever before as a “must” 
station. 


Can't we give you more information about how you can profitably 


use WNAX? 


A Cowles Station 

5,000 Watts L. S. 

1,000 Watts Night 
CBS 


Represented by The Katz Agency 


ani STATION WAX 570 on THE OVAL 


Studios-WNAX Building, Yankton - Orpheum Building, Sioux City 


GETS OIL POST 


TEEELee. 


Robert L. Philippi, for the past |! years 
with Lord & Thomas, has been appointed 
director of public relations and adver- 
tising by Union Oil Company of Cali- 


fornia. He formerly directed this ac- 
count at the agency. T. L. Stromberger 
was named assistant advertising director. 


Schick Paden cn 


|with $100,000 


Gift Campaign 


Stamford, Conn., Nov. 1.—Schick 
Dry Shaver, Inc., will fcilow up its 
recent “trade-in” promotion with a 
$100,000 gift campaign between 
Nov. 15 and Dec. 15, it was learned 
this week. Theme of the advertis- 
| ing, to appear in magazines and 
| newspapers, will be “Give Him an 
Extra ‘Bathroom’ for Christmas.” 

Magazine copy, in full color, will 
feature a new “pocket dressing 
room” kit consisting of a Schick 
Colonel shaver, including a ‘‘Whisk- 


ers after they have been clipped, a 
mirror, comb, space for studs and 


other personal jewelry, and a 
| leather case. The kit will retail 
for $17.50. 


Advertising, which will appear in 
business .papers as well as consumer 
| media, will emphasize that Schick 
| is giving away the new “Whisk-it” 
device as a Christmas present to 
buyers of all Schick shavers. Len- 
nen & Mitchell, New York, is in 
charge. 

Rush Service Offered 


Among the other promotion ideas 
to be used in connection with the 
20-day drive are an arrangement 
with 10,000 offices of Western Union 
Telegraph Company by which deal- 
ers ordering more than three shav- 
ers can do so by night letter at the 
company expense, and an offer of 
paid vacations for Schick salesmen 
who meet campaign quotas. Time 
off for deserving salesmen will be 
given from Dec. 23 to Jan. 2. 

Launching of the campaign is 
being preceded by sales meetings 
in New York, Chicago, St. Louis 
and San Francisco, at which Roy 
W. Johnson, advertising director, 
will present details of what is 
termed “the most comprehensive 
seasonal merchandising campaign in 
the history of the dry shaver in- 
dustry.” 


‘McKesson & Robbins in 
Institutional Drive 


McKesson & Robbins, Inc., Bridge- 
| port, will tell an institutional story 
of the “Research Resources of a 
Century Old Institution” in a four- 
| page insert to run in the Nov. 11 
issue of the Journal of the Ameri- 
|can Medical Association. 

Placed through Bowman & Co- 
|lumbia, New York, copy carries 
| pictures of McKesson laboratories 
to illustrate the scientific care exer- 
cised in the manufacture of drug 
products. A list of the company’s 
vitamin products which are 
cepted by AMA is also included. 


Fertig Appointed 

Fruit Industries, Ltd., Los 
geles, has appointed Lawrence Fer- 
tig & Co., New York, to handle its 
advertising in New York City. Emil 


An- 


Brisacher & Staff will continue to 


handle all other advertising for the 
i company 


it” innovation for catching whisk- | 


a, 


Nylon Debut J ani 


Wilmington Stores 
with Eager Buyers 


Wilmington, Del., Nov. 1.—Nylop 
hosiery, one of the most recent ang 
highly publicized contributions 9 
E. I. du Pont de Nemours & Co, ty 
modern science, made its forma) 
debut here last week when six loca} 
stores placed the product on sale. 

Near riots ensued with customers 
lined three deep at the counters 
Initial stocks were sold out carly 
in the day and rush orders were 
required to take care of clamoring 
purchasers. Men as well as women 
fought to obtain the new hose. 

While du Pont has made ex- 
tensive tests on the hose, this was 
the first instance in which they were 
actually offered for public sale. 
Six manufacturers made the stock. 
ings, from yarn spun by du Pont, 
All were sold without any brand 
name, save Nylon. 


Three Types Offered 


This is the only city in which 
the hose will be sold until the ex. 
pected national debut in 1940. There 
were three qualities and _ three 
prices: 45 gauge at $1.15; 48 gauge 
at $1.25, and 51 gauge at $1.35. Pur- 
chasers were limited to three pairs 
each. 

Nylon, announced earlier in the 
year by du Pont, is made from coal, 
air and water. While the hose are 
not guaranteed, they are expected 
to have a far longer life than silk 
hose, without sacrifice of sheer- 
ness. Most of the salesgirls in stores 
here, for example, had been wear- 
ing Nylon hose for more than a 
month, without the appearance of 
a single run. 

A not-unexpected result of the 
appearance of Nylon was the fact 
that sales of silk hose in stores here 
dropped to virtually nothing. Re- 
ports of sales on silk hose for days 
following the introduction of Nylon 
have not been made. 

All purchasers of the Nylon hose 
were requested to give their name 
and address in order that du Pont 
may check up on the wearing qual- 
ity of its product after a suitable 
lapse of time. 


Chicago Ad Women Plan 


Second Consumer’s Day 


The Women’s Advertising Club 
of Chicago will sponsor its second 
annual Consumer’s Day program at 
the Palmer House Feb. 2. 

Addresses will be given by lead- 
ers in both business and consumer 
ranks and 25 companies are ex- 
pected to present exhibits of their 
individual consumer programs. Miss 
Aubyn Chinn, of the Borden Com- 
pany, is chairman of the committee 
in charge. 


A GIFT 


for the whole family to enjoy 


a picture of the 


SANTA CLAUS 


you dreamt about as a happy child. 
Lithographed in colors 
Size 27x41 inches. 
Fits the mantel place 
Send 25c for one; 50c¢ for 3 


LIBERTY SHOW PRINTING CO. 


Fine Printing & Lithographing. 
632 Duquesne Way. Pittsburg> 
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ANA Reports on 
Circulation Trends 
Among Magazines 


New York, Nov. 1.—An overall 
circulation increase, a decline in 
newsstand sales, and a gain in sub- 
scription production through inde- 
pendent field selling organizations 
featured the circulation history of 
15 leading magazines for the ten 
years ended June 30, 1939, the 
magazine committee of the Asso- 
ciation of National Advertisers re- 
ported yesterday in releasing its 
ninth annual “Analysis of Net Paid 
Circulation and Subscription Pro- 
duction.” The survey also includes 
circulation studies of five national 
magazines more recently estab- 
lished. 

The total annual average net cir- 
culation of the 15 magazines in- 
creased over 5,500,000, or 21 per 
cent, during the ten years, the 
committee reported. 


Shifts in Sales 


“Of the channels feeding net paid 
circulation of these 15 magazines,” 
it continued, “the most notable 
shift occurred in newsstand sales, 
which were 41 per cent of net paid 
circulation in 1930, as against 29 
per cent in 1939. 

“Among channels supplying sub- 
scription production, most active 
has been ‘Field Selling Organiza- 
tions Other Than Publisher’s Own.’ 
From this source subscriptions in 
1930 were 16 per cent of the total 
sold, and in 1939, 30 per cent of 
the total. The inducement receiv- 
ing the widest acceptance among 
subscription buyers was evidently 
long-term (two-five year) sub- 
scriptions, which rose from 29 per 
cent of the total sold in 1930 to 
49 per cent of the total in 1939.” 

The major part of the study con- 
sists of tabulations in color which 
show yearly for each publication 
the average net paid circulation by 

ource, single copy sales by chan- 
nels, and subscription sales divided 
both as to channels and induce- 
ments. Twenty magazines are an- 
alyzed by four groups—four wo- 
men's, six weeklies, five general 
monthlies and five “additional 
magazines” added recently to the 
former studies. The magazines are 
Good Housekeeping, Ladies’ Home 
Journal, McCall’s, and Woman’s 
Home Companion; American, Cos- 
mopolitan, National Geographic, 
Redbook and True Story; Collier’s, 
Liberty, Life, Newsweek, The Sat- 
urday Evening Post and Time; 
American Home, Better Homes & 
Gardens, Esquire, Fortune and 
Look 


Supplement Is Issued 


Each of the four sections of the 
study contains a ten-page supple- 
ment defining the technical terms 
which appear in audit reports and 
publisher’s statements. The supple- 
ments also comment on the scope 
of the tabulations, graphs and 
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charts, and contain tables showing 
the percentage of total single copy 
and subscription sales delivered by 
each inducement and channel of 
production. Another feature is a 
series of charts showing monthly 
circulation fluctuations of each 
paper for the last three years in 
comparison with the year ending 
June, 1930. 

A limited number of complete 
sets of four sections of the survey 
are available at the association’s 
headquarters. Members of the mag- 
azine committee are Gordon E. 
Cole, Cannon Mills, Inc., chairman; 
Elon G. Borton, LaSalle Extension 
University; Robert B. Brown, Bris- 
tol-Myers Company; C. C. Carr, 
Aluminum Company of America; 
L. R. Hawley, Quaker Oats Com- 


pany; H. A. Hey, Singer Sewing 
Machine Company; L. E. Meyer, 
International Cellucotton Products 
Company; Leo Nejelski, Pepsodent 
Company; Roy W. Peet, Colgate- 
Palmolive-Peet Company; W. B. 
Potter, Eastman Kodak Company; 
Wilmot P. Rogers, California Pack- 
ing Corporation; John W. Scoville, 
Chrysler Corporation; Walter M. 
Swertfager, Seagram-Distillers Cor- 
poration; William G. Werner, Proc- 
ter & Gamble Company, and John 
P. Young, Armstrong Cork Com- 
pany. 


Ideal Names Agency 


Ideal Publishing Company, New 
York, has appointed Vanderbie & 
Rubens, Chicago, to handle a busi- 
ness paper campaign. 


Lavoris Offers Premium 


Lavoris Company, Minneapolis, is 
using drug papers and a four-color 
insertion in This Week to pro- 
mote a combination offer of a 
large bottle of mouth wash and a 
small cabinet bottle. Described as 
a $1.35 value, both items are be- 
ing sold for 89 cents. Addison 
Lewis & Associates, New York, di- 
rects the account. 


New Tobacco Promoted 


Cambridge Tobacco Company, 
New York, will advertise its re- 
cently introduced Cambridge Arms 
pipe tobacco, in the December and 
January issues of Esquire. Young 
women have also been engaged to 
merchandise the product to dealers 
in the metropolitan area. Wesley 
Associates, New York, is the agency. 


Drive Features New Name 


Republic Aviation Corporation, 
Farmingdale, Long Island, formerly 
known as Seversky Aircraft Cor- 
poration, has launched a campaign 
featuring the adoption of its new 
name. Foreign and domestic avia- 
tion papers are being used and in- 
sertions will continue in 1940. Ko- 
tula Advertising, New York, directs 
the account. 


Butler Appointed 


R. L. Butler has been appointed 
advertising coordinator of Ameri- 
can Laundry Machinery Company, 
Cincinnati, a newly created post. 
H. C. Runyan has been named head 
of the sales data section in the 
sales promotion department. T. W. 
Tieman continues as advertising 
director. 


“Who knows how far this chain 
can be forged for world peace?” 


| FROM A LETTER TO THE CLEVELAND PRESS F- 


THE CLEVELAND PRESS founded the Foreign 
Friends Club in 1936. 14,000 school children 
of Cleveland correspond regularly with 14,000 
children in foreign lands. Their foreign friends ._ 
are scattered through sixty-five countries, : 
some at peace and some at war. Many of the 
letters are “opened by the censor,” but the 
children who write them are just children- 

friends in strange environments. To establish 
friendships on so broad a scale is a tremen- 
dous task, involving foreign travel by Mrs. 
Margaret Johnson, Editor of the Young Folks 
Page. She assigns pen-pals of the same sex, 
on the basis of similarity of age, hobbies, and 


interests. 


of far places. 


thousands of 


‘Iwo young girls, who have never met, are 
true friends and faithful correspondents. 
One lives in Cleveland, Ohio, and the other 
in Zierikzee, Holland. They were introduced 
by The Cleveland Press. 

They write about their schools, their pets, 
theif friends, their play—vivid, fascinating 
letters, in which the daily experiences of a 


child’s life become tinged with the romance 


Through the medium of The Cleveland 
Press, the horizon has been broadened for 
Cleveland's 
more than that, each has a friend in a far 


country and the correspondence of the 


tual understanding. Understanding paves 
the road to lasting peace, and lasting peace, 
shattered temporarily by the present calam- 
ity in Europe, is the world’s greatest need. 
It would be fatuous to claim that the cor- 
respondence of children can divert the 
machinations of misguided statesmen, but 
to some extent it helps. And The Cleveland 
Press looks beyond the environs of its own 


city to the needs of the great world. Cleve- 


children. But 


Press's Foreign Friends Club leads to mu- 


CORRESPONDENCE is usually in English, but 
when the American children study foreign 


languages, the letters are often written in the 
language of their pen-pals with the enthusi- 


astic approval of Cleveland teachers. 


NO AMERICAN CHILD can join the Foreign 
Friends Club without first demonstrating the 
ability to write a clear, interesting letter, and 
without a sincere interest in international 


friendship and good-will. 


land is not provincial and cannot be served 
by a narrow newspaper. A broad outlook 
earns the friendship and respect of broad 
people, and out of it comes Power—power 
to do good; power to move goods. 


The Cleveland Press 
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A Consumers Bureau 
fo End All Bureaus, 
Urges Mr. Graffis 


Chicago, Nov. 1.— Another hat 
was tossed in the “consumer move- 
ment” ring here this week by Herb 
Graffis, columnist for the Chicago 
Times, who suggested that “What 
the country needs is a consumers 
bureau to appraise the consumers 
bureaus.” 

Mr. Graffis, 
himself “buying agent” for his 
household, delved into the intri- 
cacies of reports and systems of- 
fered by the many agencies in the 
consumer field, and then gave 
readers of the Times his own re- 
port on the situation. 

“The consumers’ bureaus,” he 
commented in his column, “are 
breeding faster than guinea pigs 
which is the consumers bureaus’ 
generic term for consumers who 
are not in on the racket. 

“The rate of increase of these 
bureaus is in accord with Barnum’s 
law: a sucker is born every min- 
ute but two sharpshooters to take 
him are born in the same 60 sec- 
onds. 

“The consumers bureaus’ are 
based on the principle that every 
guy in the world would marry the 
same girl, if every guy in the world 
would accept the only authorita- 
tive dope: that which a consumers 
bureau expert carried under his arm 
on a gold tablet when he slid down 
a ladder of light from heaven. One 
nice thing about it all is that the 
consumers union lads and _ lassies 
can’t lose. They safeguard their 
own profits for, while they are hell 
against the profit system, they don’t 
allow their own customers to run 
charge accounts. 


A Self-Confessed Sucker 


“Having been a guinea pig for 
every cute idea from systems for 
beating crap games to a history of 
the world war with my name, outfit 
and record in sure-enough gold 
letters on the front cover, the game 
laws should have _ protected me 
against consumers bureau research 


having appointed 


propositions. But the consumers 
PREE with your 
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bureaus thought if I was a sucker 


for other guys why shouldn’t they 
also take me? There was nothing 
sporting about it at all. 

“So, with more reports than the 
Brothers Smith have cough drops, 
I appointed myself the household’s 
purchasing agent. What I knew 
about, of course I couldn’t buy, be- 
cause the consumers bureaus are 
against that as a fundamental of 
policy. If you follow your own 
judgment and trust to the old ac- 
quaintances what chance is there 


for a consumers bureau to dip its| 


own mitts into the last few samples 
of the doomed profit system? 

“Well, what I dragged into the 
little rose-covered cottage was 
strictly aces in honest, simple merit, 
performance and thrift — according 
to the guinea pig herders who were 
steering me. When the stuff would 
go sour, and I would argue with 
the man about it he would say, ‘But 
my dear sir, for this money do you 
expect the gadget to be working 
pretty when the World of Tomor- 
row’s box of relics is dug up?’ I 
would try to think of tough things 
to say but the man was used to 
my kind and I was talking to my- 
self outside the store before you 
could say the name of a Polish 
general. 


Domestic Strife Follows 


“After this went on for a while 
the warden said to me, ‘Are you a 
man or a guinea pig? You are not 
going to blow any more dough on 
the Guinea Pig Protective Assn. be- 
cause I have been wearing as my 
best dress a rag which has Pills- 
bury’s Gold Medal label printed 
right where I sit down. I am go- 
ing to take that GPPA money and 
buy myself a chic garment for a 
stylish stout. What is more, I am 
going to buy it at a famous mo- 
diste’s which is practically a clip 
joint because if it ain’t right I can 
go back there and snort and stomp 
and they will stand on their heads 
to square themselves.’ 

“What can you say to a dame like 
that? I started to tell her that the 
consumers bureaus’ books said to 
beware of faulty materials and that 
she probably would get trimmed 
by buying something that is adver- 
tised because advertising is an eco- 
nomic waste. 

“*Pistachios to them,’ she replied. 
‘Did you ever figure there is more 
of a money gap between the farmer 
and our table on stuff that isn’t 
advertised, for instance potatoes 
and fruit, than there 
vertised stuff? Smart yourself up, 
boob, you are being taken.’ ”’ 


Johnson Shifted 


Fred Johnson, formerly with 
Country Home, has joined the staff 


|of American Magazine, Chicago. 


WOoV and WBIL are the only 


foreign language stations in 
New York specializing in 
one language, namely, Ital- 
jan. That's why more and 
more Progressive Advertis- 
ers are using these IBC sta- 
tions to increase their sales 
in our seporate and distinct 
market of 1,500,000 Italo- 
Americans. They know that 
to be alone in this field, you 
must advertise "The Italo- 
American Way!" 
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_ Getting Personal 


Edwin T. Gibson, president of Frosted Foods Sales Corporation, 
who has just been promoted to vice-president of the parent company, 
General Foods Corporation, was a football star in his college days at 
Cornell. He served as a major in the army in the last war, and saw 
service in France. . . 

Reporters covering the Federal Trade Commission-Good House- 
keeping hearings are having trouble keeping names straight. L Ww. 
Digges is counsel for the magazine, and Charles F. Diggs is the FTC’s 
trial examiner. To make it complete, the Hearst attorney’s family 
formerly spelled the name without the “e,” and the examiner's 
family used to use the “e.” ; 

Unless columnist Leonard Lyons was misinformed, cosmetic 
manufacturer Elizabeth Arden is one of those enviable persons who 
can spend a huge amount of money and forget to take delivery of her 
purchase. Lyons reported she bought a diamond necklace two years 
ago, paying $100,000 in cash. Thus far, she hasn’t gotten around to 
calling for it... 

Jane Howard, daughter of Roy Howard of Scripps-Howard fame 
and a newspaper woman in her own right, traveled to Lisbon to 
marry into the navy, becoming the wife of Lieut. A. C. Perkins, now 
serving with the Mediterranean squadron. 


OCTOGENARIAN GIVES REPEAT ORDER 


Bartlett Arkell (seated), 80-year-old president of Beech-Nut Packing Company, 


signs for the renewal of the ‘Biggest Little Show on Earth” at the 140 session 
of the New York fair. With him are: Harvey Gibson, Clark Arkell, C. R. 
Wooten, F. W. Barbour and nde roam Beech-Nut setetasnet manoger. 


Walter J. Weir, copy director, J. M. Mathes agency, has been in 
advertising for some time, but he had a varied experience before 
becoming an adman. He once made a living in vaudeville, and later 
was on the legitimate stage. As he puts it, he is a graduate “of the 
public library and second-hand bookstore educational system,” for 
he went to work at the age of 12. 

H. M. Shackelford, v.p., Johns- “Manville Sales Corporation, is 
another adman whose background includes experience on the Broad- 
way stage. He also operated a coal mine at one time, and joined J-M 
in 1928 as manager of national shows and exhibits, where his training 
as a showman came in handy... 

Arnold D. Kates, president of Mailograph Company, will take 
wedding vows soon. .. Richard De Witt, publisher of the Daily Record, 
Long Branch, N. J., is a recent bridegroom. His father, Edwin D. 
De Witt, was an executive of the N. Y. Herald for many years, and 
operated the Paris Herald for the late James Gordon Bennett. . . 

A. C. Monagle, v.p., Standard Brands, Inc., celebrated his 

wedding anniversary by bringing his wife to a meeting of the Sales 
Executives Club of N. Y., where she watched hubby wield the gavel 
as president for the first time. . . 
Roy W. Johnson, a.m., Schick Dry Shaver, Inc., has a scheme 
inducing extra dealer cooperation in pushing Schick. Retail 
salesmen who shave with a Schick are members of a club who are 
privileged to participate in special contests. . . 

Ben Green, who has just joined H. W. Kastor & Sons Advertising 
Company as director of radio promotion, had the pleasant chore 
last week of acting as escort to Irene Rich, star of the Welch Grape 
Juice program, during her peregrinations around Chicago. Miss Rich 
had in tow her talented daughter, Frances, a sculptress of note, whose 
latest creation was unveiled Nov. 3 on the campus of Purdue Univer- 
sity. .. George Noee, Chicago manager of Noee, Rothenburg & Jann, 
newspaper representative, is convalescing in Washington Boulevard 
Hospital after an operation. . . 

John Canning, Jr., of the public relations department of Standard 
Oil Company of Indiana, Chicago, was aboard Admiral Byrd’s snow 
cruiser on its “shakedown” trip to the East... 

William Connolly, a.m. of S. C. Johnson & Son, Racine, 
chairman of the American Red Cross roll call in Racine. . . 

It's getting to be habit now for John W. Earhardt, publisher of 
the Observer, Newberry, S. C., who recently was re-elected mayor of 
that town for the fifth time. . . 

Norman Klein, who works on the General Foods account at Young 
& Rubicam, is an enthusiastic amateur photographer. He won first 
prize in a contest sponsored by Agfa Ansco Corporation, and dupli- 
cated in the Elgin National Watch Company contest. His only regret 
was that his association with Y&R prevented his entering the Pack- 
ard Motor Car Company contest at the N. Y. Auto Show... 

S. D. Distelhorst, advertising and sales promotion manager of 
Cochrane Corporation, Philadelphia, won a Spalding Bobby Jones 
No. 3 iron for a blind-hole high score in the annual company tourna- 
ment at Baederwood Country Club. He credits his father, Walter 
Distelhorst, a.m. of First National Bank in Louisville, who never held 
a golf club, for his phenomenal skill. . . 

Larry Hicks, a.m., Blue Swan Mills. 
labelled “An Important Announcement.” The cover pictured a stork 
carrying a dog. The message within revealed that the stork had 
deposited an airedale, named Mickey McGee, at the Hicks household. 
The announcement brought results from one recipient, for the butcher 
sent McGee three knuckle bones. . . 

Zella V. McLain is the new addition to the household of Walter S. 
McLain, Fuller & Smith & Ross account executive for the Westing- 
house lighting division, Cleveland. . . 
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Buick Cheerful 


__las 1940 Campaign 


Gets Under Way 


| Flint, Mich., Nov. 1.— Unhamp. 
ered by the labor troubles beset. 
ting some of its competitors, Buick 
Motor Division of General Motor, 
Corporation today launched a 194 
campaign that will be proportion. 
ately larger in all types of media. 
according to A. H. Belfie, directo; 
of merchandising. 

Formal announcement of the 
campaign followed extensive use oj 
teaser copy which preceded the of. 
ficial debut of the new models at 
the New York Automobile Show 
Buick used the heaviest announce. 
ment schedule in company history 
this year. 

As in the past, newspapers wil] 
receive the major portion of the 
Buick budget, with 65 per cent of 
the appropriation to be spent in 
more than 2,500 newspapers. Othe; 
media to share include genera]. 
class and business magazines, out- 
door posters, automotive and allied 
publications, farm papers, profes- 
sional publications and spot radio. 

It was also disclosed that the 
campaign would be intensively 
maintained throughout the winter 
months, tying in with a compre- 
hensive sales promotion drive. Di- 
rect mail and other orthodox dealer 
promotion plans are scheduled for 
this phase of the program, includ- 
ing publication of the Buick maga- 
zine. This has a circulation of ap- 
proximately 750,000. 

Arthur Kudner, Inc., 
agency. 


is the Buick 


Rickerd Reorganizes 


Agency; Shuts Branch 


C. E. Rickerd, president of Rick- 
erd, Mulberger & Hicks, Detroit and 
Milwaukee agency, has purchased 
the interests of H. C. Mulberge: 
and L. P. Hicks and has changed 
the name to Rickerd, Inc. The 
Milwaukee office has been closed. 

Mr. Mulberger and Mr. Hicks 
have started an agency at 411 E 
Mason street, Milwaukee. Offices 
will also be maintained in_ the 
Boulevard bldg., Detroit, and at 201 
N. Wells street, Chicago. Mr. Hicks 
is in charge of the Detroit office. 


Issue Fourth Edition 
of Tosdal’s Book 


“Problems in Sales Management, 
by Harry R. Tosdal, professor of 
marketing of the Harvard Univers- 
ity Graduate School of Business 
Administration, has been issued by 
McGraw-Hill Book Company. 

This is the fourth edition of this 
volume and includes many cast 
studies in sales management prob- 
lems emerging from new and pres- 
ent-day trends faced by business 
| managment. 


Names Jasper, Lynch 

Price Industries Corporation, New 
York, has appointed Jasper, Lynch 
& Fishel, New York, to direct ad- 
vertising of its photographic equip- 
ment. A campaign in nine photo- 
graphic publications is bein§g 


| planned. Jesse E. Wilkes is accoun' 
executive. 
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Earnings of 
Advertisers 


General Motors 

For the quarter ended Sept. 30, 
consolidated net profit totaled $8,- 
655,729, a gain of 60 per cent over 
$5,397,804 in the September quarter 
of 1938. Net sales amounted to 
$187,192,970, against $171,808,309 in 
1938, an increase of 8.8 per cent. 
For nine months ended Sept. 30, 
consolidated net profit amounted to 
¢109,705,602, an increase of 185 per 
cent over net profit of $38,478,615 
for the first three quarters of 1938. 
Net sales for the period aggregated 
$926,593,853, compared with $694,- 
585,433 in 1938, a gain of 33.4 per 
cent. 

Parke, Davis & Co. 

Net profit for nine months ended 
Sept 30 totaled $7,310,472, com- 
pared with $6,513,644 for the first 
nine months of 1938. This is an in- 
crease of 12.2 per cent. 

Otis Elevator 

Report for nine months ended 
Sept. 30 shows net profit of $2,419,- 
678, compared with $1,616,840 for 
the same period a year ago. This is 
an increase of 49.6 per cent. 
Sherwin-Williams 

Net profit totaled $4,463,992 for 
the fiscal year ended Aug. 31, a gain 


} | = me — 
pared with $572,283 in 1938. Net 30, net profit amounted to $1,159,- | $16,010,096, against $9,704,026 in 
profit for nine months was $1,091,- | 459, compared with $1,198,242 in the third quarter of 1938. 
547, compared with $413,904 in 1938. | 1938. American Airlines 


Net sales amounted to $16,587,475, Philip Morris & Co. Revert shows net profit of 9066,- 


compared with $19,307,931 in 1936. Net income for six months ended | 283 for nine months ended Sept. 30, 

Rudolph Wurlitzer Sept. 30 totaled $3,851,742, com-| compared with $48,690 for the like 
For six months ended Sept. 30,| pared with $3,157,967 for the cor- 1938 period. 

net profit was $248,507, .a gain of | responding period in 1938. /Van Raalte Company 

48.5 per cent over $167,283 for the | Distill Co Se om 

corresponding period of 1938. ers rp.-neagrams Report shows net profit of $663,- 

i Net profit for the fiscal year 466 for nine months ended Sept. 30, 

Transcon. & Western Air ‘ended July 31 totaled $6,566,313,|compared with $478,675 for the 
Report for the third quarter| compared with $7,313,504 in the/| first nine month of 1938. This is a 

shows net profit of $143,474, com-| preceding year. Consolidated net | gain of 38.6 per cent. 

pared with net loss of $80,668 in the | sales were $84,787,807, an increase Coty. Inc. 

third quarter of last year. of $3,209,888 over the previous year. Met peelt for the September 

Underwood Elliott Fisher Studebaker Corporation quarter amounted to $229,749, com- 
Net profit amounted to $298,540 Net loss amounted to $395,365| pared with $74,800 for the same 

for the September quarter, against| for the third quarter, compared} quarter last year, an increase of 

$269,299 in the third quarter of last! with loss of $891,751 in the same/207 per cent. For nine months 

year. For nine months ended Sept.! quarter of 1938. Net sales totaled | ended Sept. 30, net profit was $362,- 


221 against $206,223 for the like 


1938 period, a rise of 58.1 per cent. 


Atlantic Refining 

For nine months ended Sept. 30, 
net profit totaled $3,130,000, com- 
pared with $3,935,000 for the cor- 
responding period last year. 
Phillips Petroleum 

Net profit was $1,704,989 for the 
quarter ended Sept. 30, compared 
with $3,886,816 for the same quar- 
ter in 1938. This is a decrease of 
56.1 per cent. 
Johns-Manville 

Consolidated net profit amounted 
to $1,472,255 for the September 
quarter, a gain of 66.8 per cent over 
net profit of $882,366 for the same 
period a year ago. Sales totaled 
$14,687,253, compared with $12,341,- 
457, an increase of 19 per cent. 


of 100.3 per cent over $2,228,361 in | 
the previous fiscal year. | 


Allis-Chalmers 


For the quarter ended Sept. 30, 
net profit was $943,450, compared | 
with $505,160 in the September | 
quarter of last year. This is an in- 
crease of 86.7 per cent. For nine 
months ended Sept. 30, net profit 
amounted to $2,643,873, compared | 
with $3,384,219 in the same period 
of last year, a drop of 21 per cent. 
Net sales totaled $57,014,052, against | 
$64,975,115 in 1938, a decrease of | 
12 per cent. 
Abbott Laboratories | 

Report shows net profit of $1,756,- | 
978 for nine months ended Sept. 30, | 
compared with $1,404,944 for the | 
first three quarters of 1938. This | 

a rise of 25 per cent. Net sales 
ncreased 18 per cent, totaling $8,- 
660,101, compared with $7,335,635 
in 1938. 


Life Savers 


For nine months ended Sept. 30, 
net profit amounted to $797,192, 
against $767,352 for the like 1938 
period. For the September quar- 
ter net profit was $303,632, com- 
pared with $294,370 in the Sep- 
tember quarter of last year. 


Industrial Rayon | 


Report for nine months ended | 
Sept. 30 shows net profit of $569,- | 
996, compared with $180,686 for the | 

t nine months of 1938, a gain of | 
215 per cent. For the September | 
quarter, net profit was $515,189, | 
‘gainst $301,136 in 1938. 


Quaker State Oil 


For the quarter ended Sept. 30, 
het profit totaled $536,757, com- 
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MORE than just the 


Largest... 


Tue ESSENTIAL FUNCTION 
of a NEWSpaper is to furnish its readers 
with news. 

The medium that provides the most 
thorough and accuraie coverage on events 
that affect the daily lives of all of us, in 
an entertaining manner, is rewarded by 
the largest following. When such a policy 
is bulwarked by years devoted to problems 
in the interest of community service. loyal 
indeed become the readers of that medium. 


Such a NEWSpaper is The Los 
Angeles Evening Herald and Express. To 
give its readers the best and most complete 
report on news of the day, it employs not 
one but ALL THREE of the leading wire 
services ... Associated Press, International 
News and United Press. It is the only 
local afternoon paper with facilities for 
reproducing sound pictures transmitted by 
radio. 

A favorable time difference of 
from 3 to 9 hours between Atlantic coast 
cities, European capitals and Los Angeles, 
enables this newspaper to give its readers 
“Tomorrow's News Today.” This time dif- 


ferential permits this afternoon’s Herald 
and Express readers to get details on the 
European situation up to and beyond mid- 
night. 

In the field of public service, the 
list of projects sponsored by The Herald 
and Express is long and imposing. Here is 
a typical example: Los Angeles children 
now go to and from school in safety 
through tunnels under heavily traveled 
arteries as a result of a campaign waged by 
this newspaper to reduce an appalling 
number of pedestrian fatalities involving 
school children. 

Here then is a newspaper with an 
alert, eager and loyal audience... an au- 
dience won through editorial enterprise 
and public service ... policies that have re- 
warded The Evening Herald and Express 
with the 


Los Angeles Evening Herald and Express 


NATIONAL REPRESENTATIVES: PAUL BLOCK AND ASSOCIATES 


by 


o a 
— 
es Leas ™ in % 
| Sw rhe 4 * PKes a ; i 
| 7 “ n _ marr?) ~<e “ OF Wa : 
& hig iid! TSE 4 ‘ey, . 
4 f } | |! , DA Se am id 
4 i > SSS ‘(da ed 
‘ it Wh ae = S > E*. a 
| ii, POV L i 
30 
“ie - ee. 
a ss 
B : : - 
@ ik P in. | a 
| + <a ) 
| , | “ON Seg4 aaa 
MS Ky. | * any News Daily Cirey] . rm ; 
y Ae. 3 / 
Ark JY of aay Senet Dally Cpe > 
Vews c . ; 
NT si: “me i as 
nay ee ee —— : 3 
be-Dewot™ ge 
ERE RIO. OS am * ™ 
S - nies: 


to 


28 


ADVERTISING AGE 


November 6, 1939 


High Mobility 
New Strategy in 
Industrial Field 


Annual NIAA Survey 
Shows Opportunists in 
Command 


Chicago, Nov. 1.—A definite trend 
toward mobility in advertising is 
revealed by the annual survey of 
industrial advertising budgets of 
the National Industrial Advertisers 
Association, released here today. 
The survey, made for the NIAA by 
the Engineering Advertisers As- 
sociation, Chicago, shows that while 
a large majority of industrial ad- 
vertisers continue to make up their 
budgets annually, frequent adjust- 
ments are made to meet any change 
in conditions which have taken 
place or which are expected. 

While 306 of 370 advertisers re- 
porting on this question reported 
they make up their budgets annu- 
ally, 23 said they are on a semi- 
annual basis; 21 on a quarterly 
arrangement, and 20 operate from 
month to month. Of the 306 adopt- 
ing the annual basis, 122 make 
adjustments semi-annually; 69, 
quarterly and 46 monthly. 


Prospects Decide Budget 


Only 31 advertisers reported that 
they make up their budgets on the 
basis of a fixed percentage of net 
sales volume of the previous year. 
A much larger number, 76, endeavor 
to establish the budget at a fixed 
percentage of the net sales volume 
of the year ahead. Against this 107 
who operate on a fixed percentage 
basis, 78 have adopted varying per- 
centages, with 54 basing the figure 
on expected net sales volume for 
the year ahead, and 24 on net sales 
volume of the previous year. 

An even larger number, 198, 
makes up the budget on a lump sum 


however, the advertising depart- 
ment is usually called into confer- 
ence to determine the amount. Only 
66 of the companies reported that 
the management alone determines 
the amount of the budget, while 
twice as many, 132, said that the 
advertising department is called 
into the picture. This part of the 
report appears to indicate that the 
industrial advertising manager is 
valued because of his general busi- 
ness sense, as well as for special- 
ized knowledge along promotion 
lines. 

Increased advertising appropria- 
tions were general in 1939, the sur- 
vey, made as of June 1, shows. 
While 65 companies reported de- 
creased budgets, more than twice as 
many, 148, reported increases. The 
surprising fact was the number of 


large companies, with sales in 
excess of $5,000,000, which jumped 
their appropriations. Twenty-one 


such companies reported increases, 
while only 4 indicated cuts. 


Big Companies Confident 


The survey revealed that a large 
number of industrial companies 
operate without advertising de- 
partments. Of 392 companies re- 
porting, those having no advertising 
departments accounted for 34 per 
cent, while 40 per cent do not 
employ the services of agencies. 
Out of the 66 per cent which do 
have advertising departments, 26 
per cent operate without an agency. 

“Altogether,” said the survey, “14 
per cent of all the companies have 
neither advertising departments nor 
agencies. Most of the companies do 
not include administrative expense 
in the advertising budget, nor in- 
clude heat, rent and light in ad- 
ministrative expense. These two 
points seem to form a moot ques- 
tion which should be settled for 
clarifying future surveys.” 

The 1939 breakdown of the in- 
dustrial advertising dollar shows 
that display advertising through 
technical and industrial publications 
and general business publications 
accounts for the lion’s share. How- 
ever, advertising to the general 
public ranks second in importance, 
indicating an extension of a trend 
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This NIAA chart shows 


the relationship between sales and advertising from 1935 to 1939. 


“A” represents percentage of 


gross sales spent for advertising; "S", percentage of gross sales spent for selling; "CC" sales volume in percent of plant 


which has been in evidence in 
recent years. Thus, magazines now 
receive almost as large a share of 
the advertising dollar as technical 
and industrial publications. Cata- 
logs and product literature rank 
third and direct mail fourth, the 
remaining slice of the dollar being 
distributed over a long list of mis- 
cellaneous promotion devices. 

The National Industrial Adver- 
tisers Association, which maintains 
headquarters at 100 E. Ohio street, 
Chicago, has established a price of 
$2 for its new survey. 


Joins Atlanta Agency 


Ronald C. Hood, formerly with 
Birmingham Age-Herald, has joined 
the copy staff of Eastman, Scott & 
Co., Atlanta. 


HIS was the 


circulation in the history of The Courier- 


Journal. 


It is the highest Sunday newspaper circula- 
tion in Kentucky, in Indiana, and in all the 
States South of the Ohio River. 


Only nineteen other cities in the entire 
United States publish Sunday newspapers ex- 


ceeding 200,000 circulation. 


It is 27,000 higher than one year ago; 46,000 
higher than five years ago, and 65,000 higher 


than twelve years ago. 


This new mark is the result of normal growth, 
as The Courier-Journal uses no artificial cir- 


highest Sunday 


kind. 


REPRESENTED NATIONALLY BY THE BRANHAM CO. 


culation inducements—no premiums, maga- 
zines, insurance or extraneous offers of any 


The Sunday Courier-Journal is now delivered 
to nearly one-third of all the census families 
of Kentucky and Southern Indiana, and to 


one out of every 3.5 census persons in 
Greater Louisville. 


65,000 circulation from 1927 to 1939, the 
national advertiser pays a milline rate of 
$1.70 today as against $1.84 in 1927. 


The Sunday Courier-Journal has become, to 
Kentuckiana families, as indispensable as al- 
most any item on the list of daily necessities, 
because The Courier-Journal is publishing the 
kind of newspaper people want to read. 


Che Courier-Journal 


Despite an increase of 


Owner and oper- 
ator of 


WHAS 


50,000 watts 
820 kilocycles 
Basic CBS Outlet 


capacity. 
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Based on compilations from 416 questionnaires submitted by industrial adver- 
tisers, the NIAA offers this breakdown of the 1939 promotion dollar. 


Nine-Month Total 
for Rotogravure 
Shows 8.7% Gain 


New York, Oct. 31.—Buoyed up 
by a 28.8 per cent gain in national 
linage, rotogravure advertising for 
the first nine months of the year 
scored an increase of 8.7 per cent, 
Kimberly - Clark Corporation re- 
ported today. The total was 8,216,- 
038 as compared with 7,561,307 
last year. 

Offsetting the gain in national 
was the decline in local rotogravure. 
This classification totaled 2,888,306 
lines, as compared with 3,423,479 
lines in 1938, a decline of 15.6 per 
cent. National linage for the first 
nine months of the year totaled 
5,327,732 as compared with 4,137,828 
in 1938. 

Of the total, 1,169,651 lines were 
color rotogravure, with 7,046,387 in 


| monotone. 


September Gain of 0.6% 


Rotogravure linage for the month 
of September registered an increase 
of 0.6 per cent, the total being 811,- 
035 as compared with 805,836 last 
year. National linage totaled 485,- 
900 for the month, a gain of 18.2 
per cent over the 411,150 lines re- 
ported for the month in 1938. 

Local linage declined 17.6 per 
cent, the total being 325,135 as 
compared with 394,686 last year. 


Color rotogravure accounted for 


130,820 lines, with 680,215 in 


monotone. 


= 


To “American Builder” 

Joe Sanders, formerly manager 
of public relations for the Insulit 
Company, has been appointed mar- 
keting editor of the Americar 
Builder, Chicago. 


Shelby Cycle to Swink 


Shelby Cycle Company, Shelby, 
O., has appointed Howard Swink 
Advertising Agency, Marion, O., © 
direct its advertising. 


Next time you need GOOD 
PHOTOSTATS QUICK, just 
call Atlas and say when 
you want them. They'll be 
there. Whitehall 7575 is 
Atlas’ number for five com- 
plete studios strategically 
spotted in Chicago's adver- 
tising district. Call it next 
time .. . 48 service men 
at your service. 


ATLAS PhotoSTATS 
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Goodyear Scores 
Tire Scoop with 
Price Reductions 


(Continued from Page 1) 
seemed to point inevitably to higher 
quotations on the finished product. 
‘In announcing that “We stand 
against unwarranted price _ in- 
creases,” the Goodyear president 
also explained a new system of 
distribution which he said is re- 
sponsible, with improved production 
methods, for the price cuts. 


Bucking the Tide 


“We streamlined our sales opera- 
tions, consolidated branches and 
depots, realigned territories, and 
set up eight major bulk distributing 
centers, principally in plant towns, 
to serve the whole United States,” 
he said. The list of plant towns 
includes Akron, Gadsden, Ala., 
Jackson, Mich., and Los Angeles. 
This means the abandonment of the 
elaborate branch system hitherto | 
generally employed in the industry. | 

The new prices will not affect | 
Goodyear as seriously as might be | 
expected, since dealer discounts | 
have been narrowed. Retailers have 
been getting in many cases as many | 


as seven discounts from list, includ- | 


ing a 3 per cent carload discount 
and the usual 2 per cent for cash. 
Nor does the 12 per cent cut in list 
prices reduce quotations to the 
level of “going prices,’ though it 
offers dealers a strong incentive to 


) desist from passing discounts along 


to consumers, and thus makes a 


| contribution to stability. 


The Litchfield strategy is also 
regarded as being in complete har- 
ony with the preachments of 
leading economists, who have long 
insisted that the simplest way of 


nereasing purchasing power in this | 


country is to continue to reduce 
prices through ingenious production 
nethods. That the Goodyear presi- 
complete accord with 
this doctrine is indicated by some 
f his advertised statements. 


dent 


Expounds His Philosophy 


f recovery is to be durable,” he 
aid to the public and to some of 
is contemporaries over their Mon- 

day morning coffee, “industry needs 

itself to contribute more 
largely than ever to the economy of 
plenty on which the 


to set 


America we 

know has been built. 
“That is no easy job, for the 
economy of plenty is based upon 
lower, not higher prices, on more 


and better things at lower prices 


lor more people. And _ powerfu! 
lorces are at this time working the 
other way. 

“Stimulated by war, demand for 
raw materials is increasing. Almost 


nevitably prices will follow. Since 
August this year, raw materials as 
® group have advanced close to 10 
per cent; many, including rubber, 


COLLINS 
MILLER & 
HUTCHINGS 
INC. 


PHOTO-ENGRAVERS 
IN CHICAGO 


| pation in the stamp plan, as well as Quinn Heads New York 
be subjected to the penalty of law,” | Production Men's Club 


Mr. Lettice declared. : , 
“Similar action also will apply to} ge mr ay ci + wll |p te by 
ste s who accept non-| been elected president of the - 
gre, a oT ’ | vertising Production Men's Club of 


| New York. 
EXTEND STAMP PLAN 


Other new officers are Eli Gorden, 


are up as much as 25 per cent. The | 


natural tendency will be for prices Birmingham Faces 
es e_* Loss of Surplus 
Accepts the allenge IF 
Food Stamp Plan 


Goodyear accepts this challenge, | 
the copy said, as the result of nd Birmingham, Ala., Nov. 2.—Birm- 


long-range program undertaken! ingham may lose its position as one | Washington, D. C., Nov. 2.—Sec- | J. Walter Thompson Company, vice- 

months ago. In addition to the dis-| of the cities where the govern- | sail hea a Pens ist Wallace an- | president; Fred Zaghi, Young & 

tribution revision, the company) ment’s surplus food stamp plan 2) pe ee that the department's | = So and _— Gor- 
: : : |: ‘ ar” . ” . _ . Ee “tman, of elly, Nason, Ine., sec- 

took, as its yardstick on production | in effect, because a “good many stamp plan for distribution of sur- caer 

expense, the cost sheets of its new-| grocers are violating surplus regu- 


plus food products would be ex-| . 


est and most efficient factory, which | lations, according to J. C. Lettice,| ja. of eal 20a HF es 
tended to Bismarck and Mandan, | “Dallas News” Resumes 


was used as a model for all others. | local representative of the Federal) 104) pakota 

The result of all this will be in-| Surplus Commodies Corporation. | : ee a Facsimile Broadcasts 

creased sales for 20,000 Goodyear | He charged that investigations Sinn Bates Sterntan Mee and 
|Station WFAA resumed daily fac- 


dealers, and better utilization of| had disclosed some grocers were | Merrill to P&R 
productive resources by expanded | not confining sales only to surplus | Howard Merrill, formerly with| simile broadcasts Oct. 30 over their 
transmitter, W5XGR. for the first 


manufacture. _ commodities. | Esquire, has joined the radio de-| 
The Goodyear account is handled| “Such stores in all probability) partment of Pedlar & Ryan, New| time since the close the Texas 
State Fair Oct. 22. 


ADVERTISERS and AGENCIES 
LIKE OUR 24 SHEET POSTERS 


/ 


ot 


Agency — Sherman K. Ellis & 
Co., Inc. 


"THAT SETTLES /T- 
‘LL SELL MY 
REINDEER!” 


FROM THE “MAGIC MOUNTAINS” a 
WHERE ORCHIDS CROW WILD f 


* 5 


‘4 


Agency—Lord & Thomas 


OVER 40 YEARS 


Complete modern equipment for halftone or crayon 
reproduction on offset or rotary presses, using only 
the highest quality of materials. 


A large staff of highly skilled poster artists. 


Agency—Erwin Wasey & Co. 


EXPERIENCE 


Personnel trained to render exceptional cooperative 


service to advertiser and agency. 


Central location for economical distribution. 


EDWARDS & DEUTSCH 


LITHOGRAIPHING CO... 


8 RRR iF ama 
NEW YORK, DETROIT, SAN FRANCISCO, LOS ANGELES, ATLANTA, MINNEAPOLIS, AKRON 
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Ford Poster Takes 
Top Honor in 
Outdoor Show 


(Continued from Page 1) 
Inc., U. S. Printing & 
Company; Rival Packing Company, | 
William Miller, 
Advertising Company, 
Printing & Illinois Lithograph Com- | 
pany; Ford Motor Company, Stevan 
Dohanos, McCann-Erickson, Gugler 
Lithograph Company; Plymouth, 


Cc. C. Beall, J. Stirling Getchell, 
Photo Process Poster Company; | 
National Association of Manufac- 
turers, Arthur Randel, Outdoor Ad- 
vertising, Inc., Gugler Lithograph 
Company: H. J. Heinz (tomato 
ketchup), Charlies E. Heinzerling, 
Wm. Blair Baggaley, McCandlish 
Lithograph Company; Philadelphia 
Evening Bulletin, Frank Bensing, 
Donovan-Armstrong, McCandlish; 
Pixley & Ehlers, Lyman M. 


Simpson, General Outdoor Adver- 
tising, Central Printing & Illinois 
Lithograph Company; Packard Mo- 
tor Car Company, Frederic Stanley, 
Young & Rubicam, Edwards & 
Deutsch Lithograph Company; 


| 


| Maurice 


Charles E. 
Advertising 


Coca-Cola Company, 
Heinzerling, D’Arcy 
Company, McCandlish. 

The awards jury consisted of: 
Saunders, Lithographers 


| National Association; W. R. Lund, 
| Phillips Petroleum Company; Otto 
| Schnering, Curtiss Candy Company; 
' Price Gilbert, Coca-Cola Company; 


|G. R. Schaeffer, 


Lithograph | 


General Outdoor | aaire; C 
Central | 


Marshall Field & 


Co.; Stanford Briggs, McCann- 
Erickson; F. M. Kasch, Jewel Tea 
Company; John E. Olson, Leo Bur- 


nett Company; L. 


ing Company; 
Hays MacFarland & Co.; 
Romaine, Plymouth; Guy W. Cooke, 
First National Bank of Chicago; | 
Burr L. 


Blames Industry’s Neglect 


Allen W. Billingsley, chairman of 
the American Association of Adver- 
tising Agencies, was prevented by 
illness from addressing the meeting. 
His message was read by Kennett 
W. Hinks, vice-president, J. Walter 
Thompson Company, and chairman 
of the Central Council of the Four 
A’s. 

Lauding the significance of the 
art awards, he asserted they “‘recog- 
nize the creative spirit of this busi- 
ness and set a premium on it.” He 
added that craftsmanship is 


SOME OF RUSS HILL'S 
GOLDEN MESSAGES 


TODAY'S JOB 
TOO BUSY 
CLIMB 
YOURSELF 
INDEPENDENCE 
HOW BIG? 
IGNORANCE 
RESULTS 
PEOPLE WHO WAIT 
THE POWER INSIDE 
RED PANTS 
HOW GOOD ARE YOU? 
PATHS TO THE HEIGHTS 
A WRESTLER 
OUT FRONT 
SUCCESS TESTS 
KEEP DIGGING 
LITTLE SQUALLS 
THE NEXT DAY 
NEW FIELDS 
LURE OF CONTEST 
MEASURE UP 
LEADER OR BOSS? 


and here are some of the 
famous people these golden 
messages are built around 


General Pershing The Vanderbilts 


lim Londos George M. Cohan 
Hazel Hurst Garibaldi 
Napoleon Orville Wright 
Conan Doyle Henry Ford 


Melvin Traylor Bobbie Jones 


Benjamin Franklin Sir Francis Drake 
Calvin Coolidge Michelangelo 


100 Pages—Large Easy to 
Read Type. 6x39 _ Inches. 
Bound in Gold Cloth. 


A. Clark, Frigi- | 
*. F. Kraatz, Cudahy Pack- | 
Malcolm A. Jennings, 


Wm. W.| sponsor 


the | 


foundation upon which good adver- 
tising rests. 

“We must not let conservatism, 
the play-it-safe spirit enter too 
much into the creative side of ad- 
vertising. We must continue to 
strive for new, fresh, different 
approaches to the consumer mind. 
We must continue to urge this upon 


the advertiser and not let modern | 
measurements of any kind set a| 


limit on us creatively, or lull us into 
dull security,” he said. 


Packard Repeats Contest 

Packard Motor Car Company will 
an amateur photo contest 
at the Chicago Automobile Show, 
Nov. 4-12, similar to the one spon- 


Robbins, chairman, Outdoor | sored at the New York show. A 
| Advertising Art Exhibit. 


| 1940 Packard coupe is offered to the 
amateur photographer taking the 
best picture of Packard’s exhibit at 
the show. Any kind of camera and 
film may be used, but no flash bulbs 
or lighting other than that provided 
by Packard will be permitted. 

Twelve professional models will 
be on hand to pose for the camera 
fans. Men prominent in Chicago 
photographic circles will act as 
judges. Twenty-six other prizes 
are also offered. 


Names Gale & Pietsch 


Kalis Products Company, Chi- 
cago, has appointed Gale & Pietsch, 
Chicago as its agency. Newspapers 
are identi used. 


For Salesmen Who Are ‘ ‘Coasting’ os 
An Inspiring, 
Helpful Book 


Mr. Salesman! Are you on 
your toes, fighting for every 
order, convinced that you can- 
not fail? Or have you lost that 
vital spark of enthusiasm, pep 
and inspiration that makes the 
difference between real selling 
ability and mediocrity? 


If you are not getting every 
order you should, let Colonel T. 
Russ Hill, one of America’s 
greatest salesmen, help you. 
He can renew your faith in 
yourself, and give you new con- 
fidence and self-assurance, with 
his Gold Book for salesmen. . . 
“PRESS ON.” 


Colonel Hill has climbed 
every rung of the sales ladder 
—from cub salesman to branch 
manager, from branch manager 
to division manager, from divi- 
sion manager to general man- 
ager. And now he is president 
of Rexair, Inc., Detroit. 


Out of such a rich experi- 
ence it is only natural that a 
man like Colonel Hill should de- 
velop a _ golden philosophy. 
That philosophy can best be 
summed up in two words: 
“Press On.” He believes that 


Send me postpaid 


ment. 


Name 


Address 


City & State 


copies of PRESS ON, Colonel T. Russ 
Hill's fighting book for salesmen. I enclose $... . 


(Single copies $1.50; in lots of 12, $1.30 each). 


most of us spend too much time 
worrying about things that 
never happen: too much time 
feeling sorry for ourselves; too 
much time getting ready to do 
the things we should have done 
yesterday. He believes, and 
he has proved it time after 
time, that the battle of life is 
half won when we make up our 
minds what we want to do and 
then press on and do it! It is 
a philosophy of ACTION! 


Colonel Hill's Monday Mes- 
sages are eagerly read by 
every Rexair salesman. Now 
for the first time. the best of 
these messages which show his 
philosophy of sales success in 
action are available to all sales- 
men through this new book— 
the Gold Book of Selling. Beau- 
tifully bound in gold and at- 
tractively designed, this book 
contains the famous essay, 
Press On! and 75 other sales 
messages. 


Get this inspirational book 
for yourself and for your sales 
staff. Get a new outlook on 
life. Renew your pep and en- 
thusiasm. Send back the cou- 
pon now. 


ADVERTISING AGE, 100 E. Ohio St., Chicago ; 
| 
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. in full pay- 


THE BEST IN OUTDOOR ADVERTISING ART 


a by, Hes tall. 


Your we 


chain, 


y FORD Ve. 


THE LOW-PRICED BEAUTY WITH THE LUXURY Ri 


ee 


—. 


Jarl ane owns o 


> 


RAN AERO. 
LE STAUR? 


Out of more than 500 entries in the tenth annual exhibition of outdoor adver. 
tising art, Ford Motor Company won first award; Plymouth division of Chrysler 
Corporation was presented with the second award, and Pixley & Ehlers, restaurant 
received third place. 


Michigan Tdthbunal 
to Rule Soon on 
Beer Label ‘Poker’ 


Lansing, Mich., Nov. 1.—Michi- 
gan’s supreme court is expected to 
issue a ruling shortly on the au- 
thority the state liquor control 
commission may exercise over the 


on beer bottle labels. 
court’s connection with the contro- 
versy was revealed here today when 
Frank McKay, Grand Rapids, presi- 
dent of the Grand Rapids Brewing 
Company, of Muskegon, challenged 
the commission’s authority. 

Some time ago, Mr. 
company began advertising a game 


to be played with the labels on its 


beer bottles. Two other brewing 


companies had been restrained pre- 


viously by the commission from 
similar practices. 


supreme court. 


Meanwhile, Mr. 


McKay’s 


One company 
abandoned the practice; the other, 
an Indiana company, went to court 
with litigation which is expected to 
be finally decided shortly by the 


McKay’s com- 
pany challenged the right of the 


liquor control commission to exer: 
cise a veto power over its labels 
Theron W. Atwood, assistant attor- 
ney general, assigned to the com- 


| superior, Thomas Read, attorney 
general. Because of the similarity 
of the McKay case and the Indian 
company’s litigation, Mr. Read said 
| he would defer his ruling until the 
supreme court had spoken on the 
Indiana matter. 


use of poker hands and other games | 
The high | 


| 


Florists Plan Campaign 


Allied Florists Association of Illi- 


nois will launch an _ advertising 
campaign in Chicago newspapers 


Posters and car cards will also be 
used. Allied Florists represents 
growers, wholesalers and retailers 


——= 


mission, referred the contest to his 


Calling in— interviewing — 


The Old-Fashioned Way 


First the engraver—in one 
place. Then the typographer— 
maybe half a mile away. After 
that the printer — maybe a 
mile off in another direction. 


giving instructions—checking 
up—telephoning. Trouble — 
worry—uncertainty. 
After that—misunderstand- 
ings — mistakes —corrections. 
Why continue the old-fash- 
ioned way? It 


Wastes Time and Money 


Ad-Setters 
Phone Wabash 7820 


KEEP ON DOING IT 


any Lhe ald Costly Way? 


THE FAITHORN WAY 


Call in ONE concern and give ALL 
your instructions to ONE MAN, 
to handle ALL THREE operations. 
Then you'll have— 

ONE man to instruct—instead of three. 

ONE order to write out. 

ONE firm to deal with. 


ALL responsibility is now with ONE 
instead of three—you'll get undi- 
vided interest and attention. This 


Saves Time and Money 


FAITHORN CORPORATION 


* Engravers «+ Printers 
$04 SHERMAN STREET. CHICAG° 


AND NIGHT SERVIC! 
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ajor Consumer Role Seen 
(or Federal Government 


Washington, D. C., Nov. 3.—Al- 
nough the government has not yet 
stablished a Department of the 
ronsumer Or given any official sign 

f such intention, recent action on 

veral departmental fronts is being 

iewed here as strongly indicative 
: the Administration’s desire to 

ay a major role in the consumer 
bedi 

Much publicity has been accorded 
‘ss moves designed to halt or pre- 
vent war profiteering and extreme 
rice fluctuations. These moves, it 
Ss believed, are part of a program 
which, in the long run, may be 
Inore concerned with consumer 
»ctivity than with war profiteering 
Salone. 

Springboards for action along 
‘bis line include the Temporary Na- 
tional Economic Committee, the 
Agricultural Adjustment Adminis- 
tration, Food and Drug Adminis- 
tration, the Federal Trade Commis- 
sion, the Department of Justice and 
iseveral others. 

The potential effect of these 
moves upon national advertisers is 
of course difficult to ascertain. It 
seems likely, however, that “patrol” 
rather than “control” will be the 
favored method for accomplishing 
“the desired objectives of the various 

governmental departments. There 
s little possibility of new legisla- 
tion, observers believing that the 
government’s sole intention is to 
help unravel some of the consumer 
problems being placed under the 
spotlight of both business and con- 
sumer leaders. 


O'Mahoney Group Active 


The so-called Monopoly Commit- 
jtee has probably given the most 
istudy to the consumer problem in 
irecent months. This committee, 
lincidentally, will go into the matter 
of consumer cooperatives within the 
snext few months. 

Throughout the hearings, com- 
mittee members have sought to 
determine how additional benefits 
may be provided for the consumer, 
and Senator O’Mahoney, chairman, 
jexpressed himself as decidedly im- 
pressed at the conclusion of a pres- 
entation made to the committee 
recently by a consumer group. This 
»sroup was headed by Donald E. 
;Montgomery, Consumers’ Counsel 
of the AAA. Others who shared 
the Senator’s opinion were Isador 
Lubin, head of the Bureau of Labor 
Statistics, and Jerome Frank and 
Leon Henderson of the Securities 
and Exchange Commission. 


Doesn’t Want Curb 


Senator O’Mahoney is a friend of 
national advertising and would 
Probably oppose any radical move- 
ment on the part of the government 
in behalf of consumer relief. It was 
not long ago that he said, “To curb 
national advertising would be to 

seriously interfere with free enter- 
Prise in this country.” 
Following the consumers’ presen- 
— however, he declared that 

¢ establishment of a central con- 
sumers’ agency in the federal gov- 


MAILING SERVICE 


Vultigraphing — Filling-in 
Addressing - Mimeographing 
THE LETTER SHOP, Inc. 


40 So. Dearborn St. Wabash 8655 
CHICAGO 


ernment appeals to him, but he 
declined to indicate just how much 
authority he would give such an 
agency. 

On the other hand, the AAA Con- 
sumers’ Counsel, who is probably 
the leading advocate of government 
aid to consumers, wants the govern- 
ment to undertake the definition of 
standards of consumer’ goods 
whereby their quality and useful- 
ness may be accurately described; 
to standardize so as to eliminate 
“confusion and deception” the sizes 
and packages in which foods are 
sold to consumers, and to set up a 
central agency of consumer serv- 
ices. He wants legislation with 
“teeth” in it. 


Works Closely with Consumers 


His work to date has consisted of 
advising and instructing groups of 
consumers, banded together in com- 
munities, in the “art of buying.” He 
has done this by radio broadcasts; 
the Consumers’ Guide, a widely cir- 
culated publication of the AAA; and 
by other pamphlets and publica- 
tions. 

Other agencies under the De- 
partment of Agriculture, known as 
the focal point of the consumers’ 
movement in Washington, which are 
cooperating with the Consumers’ 
Counsel in one degree or another 
in the collection and dissemination 
of information useful to consumers, 
are: the Division of Cooperative 
Extension, the Farm Credit Admin- 
istration, the Farm Security Admin- 
istration, the Food and Drug 
Administration and the Bureau of 
Home Economics. There is no spe- 
cific tieup between these bureaus 
and the Consumers’ Counsel, but 
their work naturally turns up a cer- 
tain amount of discontent with the 
advertised claims of products 
throughout the country and they 
pass it on to the Counsel. 


BAE Is Active 
Another Department of Agricul- 


part in this picture is the Bureau 
of Agricultural Economics. A. 
Drummond Jones, field worker of 
the Bureau and his staff members 
address consumers’ groups person- 
ally and chart their activities for 
them if invited to do so, and they 
reach a large number of women 
throughout the country. 

Since the passage of the recent 
food, drug and cosmetic act, the 
Food and Drug Administration has 
also been active in consumer rela- 
tions work and the Federal Trade 
Commission, through its control 
over advertising, is likewise direct- 
ing its attention to this field. 

The National Bureau of Standards, 
an agency of the Department of 
Commerce, is also being used on 
an increasing scale by consumers’ 
group. It is possible that the Bu- 
reau may expand its work in this 
field, since Secretary of Commerce 
Hopkins is known to be seeking 
funds to broaden the scope of this 
work. 


Arnold Has Plans 


Still another government agency 
which may step more boldly into 
the consumer picture, particularly 
if it is able to obtain additional 
funds for personnel increases, is the 
antitrust division of the Department 
of Justice. A program designed to 
encourage constusner groups and 
consumers to become conscious of 


FOR NEEDED COVERAGE IN 


THE SMALL TOWN MARKET 


ture agency that is taking an active | 


the aid which the division can ren- 
der in fighting profiteering is now 
in the making under direction of 
Thurman Arnold, assistant attorney 
general. 

While this policy has not been 
publicly announced by Mr. Arnold, 
his recent addresses have definitely 
indicated this trend. 

One drawback to the extension 
of this activity is that at present 
Mr. Arnold lacks the personnel to 
pursue the task. During the past 
month about 300 complaints a day 
have been coming to the antitrust 
division from all parts of the coun- 
try, and it is impossible for the 
department to investigate all these 
complaints. 


Explains His Views 


It is believed that Mr. Arnold 
will seek an appropriation from the 
next session of Congress so as to 
increase his personnel sufficiently to 
have at least one of his men regu- 
larly stationed in each state. The 
Department of Justice men can 
then make immediate investigations, 
and in cases where the violations 
are not too flagrant or where they 
indicate the Department may have 
grounds for action, the agent can 
confer with the accused and sug- 
gest that the objectionable practices 
cease. 

It is understood to be Mr. Ar- 
nold’s theory that such a method of 


operation would shortly result in 
substantial reductions of complaints, 
since he believes that “potential 
enforcement is more important than 
enforcement.” This last phrase is 
from a speech which the assistant 
attorney general recently made. 
He said: 

“The mere fact that a road is 
known to be patrolled cuts down 
the violations of the speed laws. 
We are not dealing with criminal 
classes; we are dealing with ordi- 
narily law-abiding business men 
caught in a vicious system. If we 
perfect an organization, which 
knows the industry and is skilled in 
handling complaints, they will not 
be forced to illegal practices through 
necessity of protection or fear of 
retaliation. In my opinion these 
necessities and fears are the most 
prolific cause of antitrust violations 
in this country today.” 


Effects of Enforcement 


“One of the most important 
effects of antitrust enforcement may 
well be the organization of consum- 
ers,” is another recent comment 
made by Mr. Arnold. “Its (the con- 
sumer organizations) efforts, how- 
ever, are scattered. There is no 
centralized agency through which 
consumers’ complaints can clear. 
There is no way of sifting those 
complaints with the idea of finding 


Another 


whether a violation of the law lies 
at the back of them. 

“The Department of Justice must 
either get additional personnel to 
handle these complaints in an 
orderly way or admit that it cannot 
carry out its functions under the 
law.” 

Mr. Arnold, it is understood, is 
not interested in organizing con- 
sumer groups for any other pur- 
pose. He thinks the work which 
the AAA Consumers’ Counsel, Don- 
ald Montgomery, is doing in at- 
tempting to teach “buymanship” 
may be worthy, but he is not inter- 
ested in this phase of the consumer 
movement. It is his sole purpose 
to arrange a setup whereby con- 
sumers who feel themselves the 
victims of profiteers will know they 
have a place to register their com- 
plaints and that their complaints 
will be given attention. 


Holds Dental Promotion 
Rule Unreasonable 


The Oregon State Board of Dental 
Examiners last week was tempor- 
arily enjoined from enforcing re- 
cently invoked rigid restrictions on 
advertising by dentists. 

Circuit Judge James W. Craw- 
ford held the board’s regulations 
were “unreasonable” in prohibiting 
such phrases as “credit dentistry” 
and “modern offices.” 


SERVEL ELECTROLUX 
poster carries THE SEAL 
OF LITHOGRAPHIC 


MERIT 


4ontin enta 


Naa 


! 


a rva “ < 5 ee gee: ae Vqalad ~ z * as : 5 ees = * ? oo : = ; ie to . F ; ; i “4 rey eS bs ps > ae io 
n os pou uv & ae eT a ,? i ‘pe : were ‘ j y ~ . wh ae 
Bs ag 
N ; - 
| ee Me 
; Se, 
= = 
eee 
oo 
| - ii =— a 
- a 3 <= Wee ’ 
ae. 
Pe = a se =! 
ie oe ae 
; 4 
egy 
sae Sa by 
Fa ae 
aa ew : he 
iat aah oh 4 
; = : 
| poe 
dj 
| A F a 7 
———$<—<—$———————™__———————————————_———— ——— EEE —=— = Ee ——<——— —————— ————— es > i * *, 
il a3 
- _ 
| 1 s vay, ¢ : - _ ~ e ae a, * + aa j 
i i 4 ‘ fete lean Sw a: See ct See” eae ee =. et ee eS cae Pee tea: f as os g LAS / : — ions 
da Agee GR ae os So Bae ‘ , ' A oe [ : “oo 
eee ae egphe P F . . 7 - 
to, + 4 . ME, oe ee aha ng ee es ta baal : ie 
is 5 a ae 2 i d 
eae fe .¢ 
} — , - 
| - f . ee 
“ " ‘ : > ois ’ : i at a * 
tga * ; f OEE 3 x Ye 
f . . x 3 ae - | <* 79 : . 3 L pe 
; : BS ‘ie Pi, eG 7 ; 
; F Sa aaa a 5 ee RG cate 8 5 ot St ae ak - 
=e 2 om ves bs ah ao} seagate Sa oe oe he : v8 ‘ . asi. oe ~ a ‘ e « A il 
nt 2 iy - " et * . i = om mq oe e Liu ek | , , re 
> sy 7.4 ae ’ fis i es sst™ j ie ey oe pk “at oo 
| Oa, . + a ; eee ee Us he 4 £ 
ae.” ¢, a. ai a. ees > i |S ese. . a es 
ee a ni oe fae ea Dt A ey or Ape onto aie 
| ie got a it eam eo 4 be -" — ‘ a pee aia + ; ' 
| Pe. fe ee - taal ae ; ——_—_ comes ‘ae atieg ak a. ef white sae : 
ee ke Baie Sa eg eee . a | Th R 4 
fs Pe Ts ee ae — 3 = ss se Sa : ies | Bias ay A a . o : " 
. es oa eee an es. SS | ~ —a Pa cs: & “>. 7 f — 
* el an sll - : ae ie * J Oa a f be te: 
| —" a. wee oa ee 
- ane ; i 7 : a 2 Ss ; ; % A ‘ j 
is: = 3 : a — a ws : ; ee oe 4 
Lo) ue \ . 
ae “iced ae —e a ; PP lie. 
| 25 alee cy if e - wl ‘4 ; sere. Ps a lati. -” 
5 a an cae 5 ~ , ‘ te 2 Pe cialt ey . : ih 
| a ? Nin onl By ho Dh - eoee: "9 4 q 
| i. cae # ae — rei . ie en yp Ae \ city 4 y 
7 lied ® a t ~ ‘a New Y* e 
} ‘ a4 : o _- ee i a Qsbor™ i. \ 
jules <a ‘ al ~ joe & ‘. bn 4 
| Pye Ps es ae < purst : yn ¢ : a re 
oe ae grxtoms Sh ee 
| af” imate’ © ia 7p ae a 
| a ee , cy Barte™ ae! Y . ti 2 
: Fn | Ag a ae & b ied: : ul eis. 
| & — 2 ae j ’ Fr ot ee 
| K ay ~ Re ‘ . ‘ =a 
2 Ce SES , ; ’ , ; Ras Ws “ f _ 
| Kom of servel = , . : sf : R ae f bs 
at courtesd oped Si ate ue Ds eg . Wi a . a j 
; m8 eee o ” f hee” r i . 4 4 * nd x be* — 
ae ‘ a ey a rt, uy ' : - Bia 
: : : 4 pee a asi, os 
oye , = . ; 4 ir ad bas : re 
; : “ Pep. ‘LITHO. .) “ eee P — 
‘% a 4 5 a. a . a : iY - Re Z 
Not «a co Re. atl : “ axa aa 
s ‘se o— - F . a be 
: < ke ae " a 3 
fa - 2 " a 
- ——— . - mee «€6©THE SEAL OF LITHOGRAPHIC MERIT ; a. ia 
ec <t : \ « DioY aie —" ae - om « ” ih i = oe ya 
+ = epleees , “eae is SC oearre. 9) Reema <a 2 oe ee ee : ba - i ae ; ee hai a 3 
| Aa pe i a Poe aa awe oe , a Balog. eae eee 4 — 2 ee ros a “4 he 
=: DAS ieee ee an ae , Ae OP? foe eee co Se ae ae eer ing PORN, a avd i a = 
Berkey. r = ea SEF See, Pe wig roe ee > 
, > aes  _— ~ Pitta eee rs . 
bs a ae re, Bs - ie ff. £g _ Mis ee; ‘a 4 
: +. 
1 ne Fs. 
| ” por 
i | : 
ne ; * 
| " eee , 
we ia 
Bee : lit we 
36h > a 
es a oo e) ti, i ee | 
: " = ae —” f e aig er ee 7 r a a P oi ie ‘ a " _. 
7 at Ht  % FP rm cae ee a, 7 
xg Se * Se ye eg Oe Le | 
> er rr p<, OP tae eg ~ —~o . ok i —— hi all ~ jue <r se mC. ream * g's, os se. ? a 5 
=, 4 <<, _ s ° F) -] ~ +) \ satis as CA aes ' LADELPH e “ P01 = al é ay ey , . . 
pf SVs e “We Le ae’ eg eles #2 ooh +e aa ges iM aw yj pel 7” 
os <fAmerica s Greatest Weekly Newspaper \= ; as . Zs . a 4 ; ‘, 
sal 
‘ 4 
digi tt tog 3 
= j ah 
= : te : th eg : = 2 2%4< DS 5 gia: Bite & Se em pins iS - : (2, rth re te Eas “Sp i rg , Ae yk hse Ses 
Th kK f ' . 4 
2 2, pe ‘ E 


32 


*. 
Be 
‘ 


1 rembe 
ADVERTISING AGE November 6, 19, MYO" 


Food Food Advertisers 
foOpen Waron 
‘Adverse Forces’ 


| 
(Continued from Page 1) 

In his opening address Mr. Wil- | 
lis asserted that the public is not | 
aware of the grocery industry's 
daily services, and that the indus- 
try gives employment directly or 
indirectly to about one third of the | 
people of this country. 

He acclaimed the progressive at- 
titude of the grocery trade, and| 
added that “we men of AGMA can 
always be counted upon to support 
laws that make for better trade a 
lations and industrial relations. e| 
like to think that we are quality| 
conscious — not alone in the goods | 
we manufacture, but in our contacts 
with our fellow-citizens.” 

Col. Chevalier declared that busi- | 
ness statesmanship must be built 
upon the fundamental basis that | 

“The consumer is king.” The con-| 

sumer movement, he said, is only | 
the natural articulation of that | 
slogan. Consumers now realize} 
that they are the kings, and are de- 
manding that they be courted, he 
asserted. 


Can't Be Ignored 


“Therefore the consumer move- 
ment is very definitely a force in 
the American scene that must be 
reckoned with, and because it is so 
powerful and because it has so 


much soundness, it has been used | 


as a cloak for subversive activities 
in some quarters that have it in for 
business. 

“Therefore the consumer move- 


that,” he said. “It is evident on the | 
record that there have been those | 


who do not want to see American 


business carry on under the same | 


system that it has carried on under. 
There are those who are anxious 


Delightfully transformed 
with new furnishings . . . 
new decorations . . . new 
equipment... The Black- 
stone now offers you 
modern, up-to-date com- 
forts and conveniences, 
yet maintains that rich, tra- 
ditional atmosphere which 
has made it world famous. 


Under the Some Management os 


The Gotham The Drake 


WEwW vORK CiTr 


The Evanshire The Town house 


CVANSTOM iL (O05 ances 


Belleview Biltmore 


SLL cae Fla 
AS. Kvkeby, Monoging Director 


The Blackstone 
MICHIGAN AVENUE 


not typical of the movement, but | 
_insisted that that element is in the 
' picture. He said that he is relying | 


| led and misused for the purpose of 


ee 


to undermine and cripple and over- 


{atu cust eae ono Index of Retail Activity in 80 Importan; 


recognize that here is a power and 


fl that can be used for their | M k t 
een arkets 4 


He added that such people are 


Based on total retail advertising volume in all newspapers in each city. 


on the natural intelligence of the | (Copyright, 1939, by Advertising Publications, Inc.) 
American housewife not to be mis- | 


a 
tearing down that from which she 
asks only a higher degree of serv- 
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’ St. Paul Daily News discontinued April 30, 1938 


Greene Re-Appointed , ' 
Arthur L. Greene, New York, has Ferrel Names Keeling vonoate 

been re-appointed public relations Keeling & Co., Indianapolis, has seoasomer: 

counselor for The Fisk Rubber Cor- | been named agency for Ferrel Mer- teen 

poration, Chicopee Falls, Mass. chandisers, Indianapolis, hosiery. | % 
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Dedication Lures 
Agency Men 
to Pittsburgh 


Chicago, Nov. 3.—Two Pullmans 
loaded with Chicago agency execu- 
| tives left here tonight for Pitts- 
burgh to attend the dedication of 
the new transmitter of Station 
KDKA. An even larger number of 
radio time buyers from other cities 
will be on hand for the ceremonies, 
which will include a speech by 


The rates for this department are as follows: 
“Help Wanted,” “Positions Wanted,” “Representatives Wanted,” 


»Representatives Available,” 30 cents a line, minimum charge $1. Lenox R. Lohr, president of Na- 
bash with order. 


, 4 me. 00% ae tional Broadcasting Company, and 

All other classifications (single insertion rates): n., $2.75; 1 to n../a crystal case of recordings by ce- 
hb. Write for folder describing discounts for term insertions. | ar 

4.76 per inc ad lebrities on “The World of 1959.” 

These records will be sealed for 20 

POSITIONS WANTED | POSITIONS WANTED years, then exhumed to determine 


Available how well the notables have pre- 


and 
Terms 


— 


Stenographer-Secretary 


J 
yng WwW an, late 30s, Protestant. | Better Marvels Posters for 1940 : ‘ . 
Foung womam perience on weekly | Box 1949, ADVERTISING AGE, Chgo, | ticted developments of the next 
pone “urnal. Responsible; retentive |} two decades. KDKA will have 
mede journe ten years present po- Full fledged business paper editor. | 1, h os a wr 
Bemory. Over F . i yo a future. | c@tly thirties, bored with present con- | een on the air 19 years and 2 days 
pition reeks ‘ERTISING AGE N. Y. nection, Wants more excitement and | tomorrow. 
Box lt ADVE narsceiettacs uy SS: *: | $5,000 a year, either as editor or| - 
eevee TION and RESULTS. I'll prove manufacturer's publicity manager. Harry Kopf, in charge of network 
be ACT ojens backed up by 7 JF. Splendid record in both flelds._ Cheo, | Sales, heads the NBC delegation to 
siness ¢ agency experience can x_ 190". y SING AGE, } 
x juce san aoe Coll rad. °7, can | Il am “dead right” that I can do a bet- the Golden Tr iangle. A m oO ns 
Bindlé scales, copy, contact, radio, cor +! sheet gasoline poster than any agency men making the trip will 
- . slieity for a yressive con-|already snown, neiudading Ig L£uns, ve © .. 
4 od. publieny & oo : challenge your ideas to finished art. be N. J. Kavanagh, of Roche, Wil 
lox 1942, ADVERTISING AGE, Chgo. ou top. your best. ec ann te liams & Cunnyngham; H. H. Hud- 
ox 1951, >} SI? e, ZO. 

— - P icoman |= _* £°-/son and George Duram, H. W. Kas- 
Baccessful magassne Space sane HELP WANTED 


Rants contact job in agency. Or any - . 
cet leading to account executive.|A Chicago publication serving the 
Pow employed; available 30 days no- publishing advertising field, is look- 
: ing for a right hand man to the 
promotion manager. The successful 
applicant will have agency and publi- 
cation background, and an understand- 
ing of their procedure and problems. 


tor & Sons Advertising Company; 
E. A. Fellers, Presba, Fellers & 
ice. Age 28 eee Ade Ch Presba; Herman Groeth, John H. 
ox 1942, ADVERTISING AGE, Chgo. 


RTIST:—Young man; complete ex- 
erience, 15 years N. Y. Agencies, (7% 


Dunham Company, H. L. Hulsebus, 
| Stack - Goble Advertising Agency; 
Agnes Hunter, Batten, Barton, Dur- 
|stine & Osborn; Thomas Kivlan, 

George H. Hartman Company; L. J. 
| Nelson, Wade Advertising Agency; 
_J. H. North, Aubrey, Moore & Wal- 

lace; R. H. Reynolds, Rogers & 
| Smith; Harlow P. Roberts, Blackett- 
| Sample - Hummert; Holly Shively, 

Lord & Thomas; Ray H. Reynolds, 
|Rogers & Smith; Evelyn Stark, 
|Hays MacFarland & Co.; Margaret 
Wylie, J. Walter Thompson Com- 

pany, and Myrtle Wright, Henri, 
|/Hurst & McDonald. 


CFAC Group Will 
Hear B. C. Forbes 


B. C. Forbes, business commenta- 


tor, will address the Public Relations | and sectional leagues. 


|Clinic of the Chicago Federated 
| Advertising Club at a 
Nov. 14. 


The luncheon will be held at the 


Bismarck Hotel. 


Don Francisco Scheduled 
for Chicago Address 


Don Francisco, president of Lord 


| & Thomas, will be the major speaker 
| at the annual dinner meeting of the 
Bureau 


| Chicago Better 
| Nov. 15. 

| The dinner 
| Palmer House. 


Business 


will be held in the 


luncheon 


Ohio Withdraws 
Ban on Bowlers 
Backed by Brewers 


Cleveland, Nov. 2.—Astonished by 
_the storm of protests which greet- 
|ed its ruling, the Ohio State Liquor 
Control Board has rescinded the de- 
cree that bowling teams cannot 
advertise distillers and brewers. As 
a result, the Central States Bowl- 
‘ing Tournament will open here 
|Sunday with the usual large num- 
ber of teams wearing the insignia 
of producers of whisky and beer. 

Brewers have long had an affin- 
ity for bowling and virtually all 
|have had teams entered in local 
The ban on 
this form of advertising has existed 
since the repeal of prohibition, 
| Recently, however, the Board an- 
‘nounced that the rule would be en- 
forced and that no teams entered 
|in the Central States competition 
could sport the silks of any producer 
‘of alcoholic beverages. Not only 
the teams, but the bowling alley 
proprietors and many other inter- 
ests made such an outcry that the 
Board hastily changed its mind and 
let it be known that history might 
| repeat itself. 


ears present position.)—Ideas, Lay- 
Comprehensives, Finishes. Ex- 
Knows type, en- 


raving, etc a 
x 1945, ADVERTISING AGE, N. Y. 


He will be able to whip his own ideas 
and the rough ideas of others into 
top-notch advertising copy. He will 
write good form letters. He will be 
a good sales correspondent. He will 
get along well with his fellow work- 
ers. He will make a happy, lucrative, 
y lasting connection if he can do these 
rtunity to start at the bottom. °39|things well. If you think this job 
ege graduate seeks chance to dis- | should be yours, tell us why in a let- 
lay ability in copv and media. ter addressed to 
« 1946. ADVERTISING AGE, N. Y.| Box 1941, ADVERTISING AGE, Chgo. 
ALERT YOUNG MAN. REPRESENTATIVES AVAILABLE 
lesire position in the advertising Successful oe : ae 1. Chi 
hid with future possibilities. Gradu- | SUCCcessiul space man now empl. Uni- 
from college at 20 as a Dean’s | C#80 rep, desires papeighy good trade _— 
t student: has been employed since for self Work entire Midwest from 
t time (and is now employed) as 
ilesman for newspaper with 
ircuiation of nearly 100,000 Is now : = = ———— 
+ years ld and desires to make] _ PUBLIC NOTICE 


nge. Excellent references. NO BANJOS GIVEN AWAY 


ellent cartoonist. 


ADVERTISING CUB 


ot looking fora job I want an 


1947, ADVERTISING AGE, Chgo. | We 


won't give you anything—not 
— ——— even a discount. But we will show 
THREE-IN-ONE you better reproductions, excellent 
in oil can—just a well rounded | service, and we'll 
mbination of copywriter, production Eliminate Your Engraving Bill! 
pert and research man. College edu- | New Laurel Process reproduces with- 


six years packed with ex- 


, yl 
4 ny ] 


out cuts, without typesetting! All Ad- 


erience it onsumer and industrial | vertising Literature, Instruction 
elds Well ersed in major media, | Sheets, House Organs, Booklets, ete. 
Baitalog work. I've got my ear to the | Any size supplied 
round for that real opportunity. Did | Small runs without penalty 
ar vou calling? 5,00 Copies (S%x11") $2.63. 
1948. ADVERTISING AGE, N. Y. Additional hundred copies only 22c¢ 


ADVERTISING SPACE SALESMAN 
xperienced 7 


Keven lower prices for large orders 
Send for samples and free instructive 


€ nan, Wide acquaintance, book 
yw | representation of lead- | Laurel Process, 480 Canal St., N. Y. C. 
h ! tion or position as sales-|In or near New York City, phone 
ul inagwer Eastern office. WaAlker 5-0526. Trained representa- 
ADVERTISING AGE, N. Y.\ tive will call. 


No obligation. 


| listeners to place more faith in ad- 
vertising, and to do a better adver- 
tising job. “Work to make adver- 
tising better so that there will be 
less to defend,” he urged. 


pees Attacks on 
Advertising as 
Disquised Blessing 


(Continued from Page 1) 


) | Charges Infringement 
hions and city rules so rigid and so| 9m Music Quiz Idea 
Bnrelated that it will be impossible ’ os ‘ . 

$0 put much selling in advertising, ounaae hls = gar gg Aen nd =o 


» il be the result. _ | Chicago, charging that H. W. Kastor 
I'm not interested in attacking! & Sons Advertising Company and 


the critics. That doesn’t do much| Clef, Inc., have infringed on his 
Bood,” he said. “I’m not so sure I| copyrighted idea in radio programs 
Want to advertise advertising. It| being used by National Tea Com- 
might be wiser to run a campaign | Pany and Kroger stores. The two 
fo business and advertising people chains sponsor “Musico” in Chicago 
fo sell the simple fundamentals of oe ~ — , 
1 nage ae e plaintiff declared he copy- 
: t kind of advertising and | righted the musical quiz idea in 
eeing—the kind that sticks totruth| March, 1937, under the title 


curacy and good taste and is 
t waste. 


“Mello.” 


Faith in Advertising 25th Milestone for 
sell ourselves on advertis- | Moser & Cotins 


5 Lets sell the public on good Moser & Cotins, Utica, N. Y. re- 

‘verlising, through good advertis-| cently marked its 25th anniversary 

g id let's tell the public the with an outdoor party at Trempon 
‘uth about advertising.” | Falls, N. Y. 

H The agency was founded by Theo- 


one > ,« ali .o } 
cluded by appealing to his} gore —. Moser and Arthur S. Cotins. 


Selle HOTELS 


with 


THE HOTEL. MONTHLY 


Jumbo ABC and ABP 
—___») JOHN WILLY, Inc. CHICAGO 


| McBride Switched 


John F. McBride, for the past two 
years supervisor of advertising and 
| sales promotion of General Electric 
ranges in Cleveland, has been 
named field representative on ranges 
and water heaters, with headquar- 
ters in Minneapolis. 


-OMPLETE SALES CONTEST SERVICE @e MERCHANDISE PRIZE AWARDS 


PRIZE BONUS CAMPAIGNS | 


_CAPPEL, MAC DONALD & CO., DAYTON, OHIO | 


' @ NEW YORK @ CHICAGO @ ST. LOUIS @ CLEVELAND @ LOS ANGELES @ DALLAS 


466 W. 


Few people, 


SUPERIOR 


other than those 


within the craft, realize the many operations 
and the multiplicity of factors employed in the 
art of reproduction ... with perfect co-ordination 
from every department, Wallace-Miller Company 
consistently produces perfect printing plates 
in every known medium... the next time you need 
photo-engravings. please write us for an estimate. 


| WALLACE-MILLER COMPANY 


STREET + CHICAGO 


Ma de 
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War or No War, 
Business Goes On, 


Agency Declares 


New York, Nov. 2.—Regardless of 
what the international situation may 
bring, the domestic market still 
offers rich opportunities, Norman D. 
Waters & Associates reminded timid 
business men this week in a pro- 
motional message that combined 
eye-attraction with pungent copy. 

The agency’s brochure bore a 
scintillating nude on its front cover 
(for further details see Page 35). 
“It’s not the fashion this season,” 
read the accompanying copy. On 
the contrary, it was pointed out in- 


side the folder, “a hundred and 
twenty-three million Americans will 
shop in hundreds of thousands of 
retail stores for the necessities and 
luxuries of life. 

“In time of war as in time of 
peace, the world of style rotates 
on its own axis. Though the Four 
Horsemen may ride again, the Four 
Seasons still sway the American 
public.” 


Harry Simmons Joins 
C. E. Sheppard 


Harry Simmons has been ap- 
pointed manager of the catalog di- 
vision of The C. E. Sheppard Com- 
pany, Long Island City, N. Y. He 
was formerly Eastern sales manager 
of the Heinn Company. 


To Use Personal 
Call Technique 


on Radio Surveys 


Chicago, Nov. 3.—The Psycholog- 
ical Corporation today announced | 
development of a new method for | 
making radio co-incidental surveys 
in the Chicago metropolitan area. 

The organization disclosed that 
it has developed facilities whereby 
calls can be made in person, rather 
than over the telephone. By this 
method, it is claimed, more accurate 
nformation may be obtained from 
all classes of income groups. 

The personal survey, it was said, 
can be completed just as rapidly 


and at no increased cost as the tele- 
phone method. Present facilities 
provide for a maximum of 500 calls 
asking not over four questions in 
a 15-minute broadcast. Double this 
number of calls can be made on a 
half hour program. 


Fair Traffic Low 

The two-mile extension of the 
New York municipal subway known 
as the World’s Fair railroad carried 
only 54.1 per cent of the traffic ex- 
pected during the fair. Prelimi- 
nary estimates were 13,072,500 
riders but the final checkup showed 
only 7,066,948 passengers. 

Fare on the extension line was 10 
cents, compared with a _ regular 
tariff of only a nickel on all other 
subway lines. 


W HETHER the poster contains letter- 
ing as the primary message with pictorial 


secondary 


t 


O, whether it calls for a combined process 
and crayon reproduction of a painted sketch 


O, whether the job means an enlarged 


reproduction of direct color 


O, whether you combine lettering, hand 
sketching and Kodachrome reproduction 


niTeéD ee a, 
° TATES 3 PRINTING €& LITHOGRAPH company 


OME OFFICE: 


. like this 


. like this 


photography 


. like this 


. like this 


AND DIVISIONS | 


14 BEECH ST., CINCINNATI, oHI0. 


IT DOESNT MATTER 


-BoHEMIAN BEER 


Its Fire Brewed 


AMERICAN LITHOGRAPHIC DIVISION 

ATLANTIC LITHOGRAPHIC & PRINTING DIVISION 
DONALDSON LITHOGRAPHING DIVISION 

ERIE LITHOGRAPHING & PRINTING DIVISION 
PALMER ADVERTISING SERVICE DIVISION 

W. F. POWERS DIVISION 

THEO. A. SCHMIDT LITHOGRAPHING DIVISION 


—_ — 


TESTING ENTHUSIASy 


Elon G. Borton, 


advertising  direciy Here 

of LaSalle Extension University, Chicag 

told the Advertisers Club of Cincinng 

of his experiences in conv checking |x 
week, 


Testing Held 
Basic Essential 
in Direct Mail 


Cincinnati, Nov. 2.— Consist 
testing is a requisite to direct mj 
advertising success, Elon G. Borty 
director of advertising of LaSal 
Extension University, Chicago, tol 
the Advertisers Club of Cincinna 
here last week. 

Mr. Borton gave the club an ow 
line of the experience LaSalle 
gained through many years ¢ 
checking copy results, emphasizigg®j 
that results on various types ¢ 
copy often are just the opposite ¢ 
what might be expected. 

“Direct mail is a difficult field’ 
he remarked. “Everybody from tk 
office boy to the president think 
he can write the best piece of dired 
mail copy that ever went into th 
mails. They all know what shoul 
be done, but by testing and check 
ing we have proven them wrong 
That is the reason we continued t 
test and check.” 

Mr. Borton also stressed the fac 
that the direct mail advertising e 7 
pert must believe in the product a | 
service he is offering. “No one wi 
do an efficient job unless he is sol 
on the proposition,” he concluded. 


Cities S 
to doub 
winter 


New Name for Group 


Armco Drainage Products A# 
sociation is the new name @ 
Armco Culvert Manufacturers At 
sociation, Middleton, O. The grog 
was formed by American Rollit 
Mills Company and has sponsort 
cooperative promotion efforts 
the industry. 


Opens New Studios 


‘Champion Recording Corporati 
has expanded its studios at 17 ¥ 
60th street, New York. New recom 
ing apparatus has been placed? 
operation. 


—— 


NOW( YOU 


HOSPITALITY |}; 
in WASHINGTO! . 


Try the Raleig? By 
the next time y* tee 
visit Washingi | 

. you'll be = 


you came. 


from $3.50. 


RALEIGH 


PENNSYLVANIA Ave.at 12th 51.5 


- WASHINGTON, D. C. 
C. C. Schiffeler, General Manag" 
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RADIO STAR HAS ADDED CHORE 


PHOTO- gue 

GRAPHIC 
EVIEW 
OF THE 
WEEK 


PROUD YOUNGSTER 


— 7 


| “Water Coat” 
your CAR needs 


for complete cold weather protection ! 


— ¥ 


16,000 Cinies Service Dealers offer you a complete 
Seasonal Conditioning Service for convenience... for 
snts... for months of carefree driving/ 


Der ch ane, «Be Preah roweesee and dMervetel be 

- pre dower, We prepare these paris thom 

tele Wie on smoatily in the culdew weath 

_ om” gy tte Wet grade Trojan Labricames 


4, The proper quenty of Rediprs! ent 

freee, Thin includes our complete 

dram and-tush radiator vere 

Sf comephrr SAFETY CHEEK of re ar 

We check and wrviee yout ures, your 
ety pert of your car wo help 

you make Wi ente cary ceng aW woter pert 


YOUR FREE GRANTLAND RICE 


‘ Ci 
a % 
prs che POOTBALL GUIDE ts READY 
é ah 
Snsey tae Hose Peed bnstie Maawen, 
2. . y Pri ange war ef the Cities Serotec 
word ee fade ome road 
1 read Peds tte a =e poe ge oa 
meets coed ewer NRE Red Semawrd Serene AL Red Nercert teow, 


Cities Service Company prevailed upon Lucille Manners, star of its radio show, 

to double in brass as the model for this magazine and newspaper copy. The 

“winter coat’ theme is based on Cities Service products’ ability to ably prepare 
cars for chill days. 


HOW TO BETTER YOUR AIM 


In using this eye-filling spectacle as a stopper, Norman D. Waters & Associates, 

New York, informed jittery prospects that—war or no war—nudity won't be the 

vogue this season. Millions of Americans will continue to shop for the necessities 
and luxuries of life. Underwood & Underwood was the photographer. 


, ANA CHIEFS AT CONVENTION 


S AN BP ORTANT PART 
or kh Rep AILY BUSINESS 


: Why ‘not make: 


% your son proud of 
your peonptadas 


te 
==, of air travel as the 
Sa 


“2 


ti modern business 


. way of potting 

: —" +. . short- 

BDobbs demonstrates true marksmanship. This display reveals the perfect hunter oad Sen 34 
in action. A mechanical unit helps him bring down the pheasant every time. — Next time you 
O'Dea, Sheldon & Canaday is the agency. plan a trip, FLY — it will pay you 


many dividends. 


HONORABLE MENTIONS IN OUTDOOR EXHIBIT 


* 


Juvenile adoration is one of the appeals 
being employed by Chicago & Southern 
Air Lines in fall magazine copy. Most 


Hotter than a 


Firecracker ! insertions include an economy keynote 
with actual one-way and round-trip At the ANA Hot Springs meeting, A. O. Buckingham (right), newly elected 
fares to various destinations specified. chairman, with A. T. Preyer (left), retiring chairman, and Paul West, president. 


IT'S MORE THAN A MAN'S WAR 


EM WOMEN WA 


WOMEN WANTED 


19 GMEAT RERTRE RASTS 


THENE ARE JOR WHICH WILL HAVE 10 BE DONE ALL WOMEN LOVE 
(HULDNEN AND Liht 10 HELP TEM OFFER YOUR SERVICES 


APPLY TO YOUR LOCAL COUNCIL 
OR LOCAL BRANCH OF THE 
WOMENS VOLUNTARY SERVICES 


Wartime England makes demands of its women as well as its men in the front lines. Two current posters, both distin- 
guished by their strong color treatment, are shown here. The appeal for aid in caring for children evacuated from their 
home areas specifies such chores as cooking, mending, health care and general maintenance of morale. 


Nese ten 


edvert Posters were singled out for honorable mention in the annual outdoor 


‘9g ert exhibition in Chicago. Credits for the artist, agency and lithog- 
rapher in each case are listed on Page |. 
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ADVERTISING AGE 


November 6, 1939 


Pie. , 


—_—_ 


A pad, a pencil, 


a brain, and a shingle 


GENERATION AGO. one man with a good 
A advertising brain. a pad. and a pencil 
could hang out the shingle. “Advertising 
Agent”—and stand a reasonable chance of 
producing. singlehanded. the kind of 
service which met the needs of business— 
even big business—and led to advertising 
SUCCESS@S, 

For it was possible for one astute man to 
acquire a knowledge of all the media and 
a mastery of all the advertising techniques 
then in use. 

But today—media open to advertising 


have multiplied with the development of 


comics. rotogravure, picture magazines: 
color in both magazines and newspapers: 
radio (evening and daytime, chain and 
spot); commercial movies: and now. ju‘ 
over the horizon, television. And all thes 
additions to media have led to the develop 
ment of new advertising techniques. 


Today. an agency. in order to offer cour 
pletely effective service. must be familiat 
with many media. master of many teel- 
niques. expert in many fields—too man) 
for anything less than a variety of individ 
ual talents. co-ordinated into a smooth 
working team. 


Young & Rubicam, Inc. ADVERTISING 


NEW YORK + CHICAGO + DETROIT + SAN FRANCISCO + HOLLYWOOD + TORONTO - MONTREM 
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